A measure of international market orientation (IMOMI). by Dreyer, Willem Wouter
A MEASURE OF INTERNATIONAL 
MARKET ORIENTATION 
(IMOMI) 
A thesis submitted in partial fulfilment of the requirements of 
De Montfort University, Leicester, UK for the degree of 
Doctor of Philosophy 
WILLEM WOUTER DREYER 
BCom, BCom Hons (PU for CHE), MCom (Unisa) 
June 2002 
De Montfort University 
This copy of the thesis has been supplied on condition that anyone who 
consults it is understood to recognise that its copyright rests with its 
author and that no information derived from it may be published without 
the author's prior, written consent. 
DEDICATION 
This thesis is dedicated to my wife Lynnette who encouraged and 
supported me throughout the study. Our children, Megan (6) and 
Ryan (10), who demonstrated unconditional love and acceptance as 
well as defined the, concept of being unscareable when we moved 
countries. 
ACKNOWLEDGEMENTS 
My sincerest gratitude to those individuals who selflessly gave and 
shared their time, energy and passion to impact upon my life and 
who made this study possible. May God richly bless you. 
My mother, Ms. Elme Dreyer, for her continued prayers, having 
raised three boys on a teacher's salary and bank overdraft after my 
father died. 
At the risk of offending individuals who remain unnamed, living or 
dead, I beg forgiveness for my imperfect memory but would still like 
to acknowledge Dr. Hans Dreyer, Ms. Judith Coetzee, Mr. Mike 
Williams, Prof. John Coyne, Dr. Tamal Trichardt, Mr. Tokyo Sexwale, 
Prof. Adre Schreuder, Mr. Mike Myers, Mr. Viv Roberts and the mens' 
Bible study group, as well as my extended family. 
Thank you to my supervisor and mentor, Prof. Peter Baron (UK), 
assisted by Dr. Ethne Swartz (US) and Ms. Levela Richard (UK). Also 
to internal examiner Ms. Chris Britton (UK) and external examiners 
Prof. Upkar Pardesi (UK) and Prof. Mike Cant (SA) for their searching 
questions and contributions during the Viva. A special word of 
thanks to the intrepid South African business managers who gave up 
their time to inspire and focus the study. May this thesis and the 
proposed instrument assist you in improving your international 
business performance and the global competitiveness of our country. 
After 40 years of apartheid and international isolation: "The LORD 
has done great things for us, and we are filled with joy" 
(Psalm 126: 3). 
DE MONTFORT UNIVERSITY, LEICESTER, UK 
A MEASURE OF INTERNATIONAL MARKET ORIENTATION 
W. WOUTER DREYER 
DOCTOR OF PHILOSOPHY 
2002 
ABSTRACT 
This research concerns developing a scale or instrument for 
determining, analysing and improving the international market 
orientation of South African companies and, therefore, the global 
competitiveness of South Africa as a country. As an exploratory study 
it provides evidence that being oriented towards international 
markets, improves international business performance. 
Differentiation between the measurable behavioural characteristics of 
a domestic market orientation compared to an international market 
oriented corporate mindset, identified a gap in the existing literature. 
The terminology international market orientation has not been 
detected in any of the literature reviewed. A qualitative and 
quantitative approach was adopted to fill a gap in the literature. This 
led to the development of a scale or instrument for measuring or 
determining international market orientation by examining South 
African companies already substantially involved in international 
marketing. As other South African companies re-entering the 
international business arena after 40 years of apartheid and 
international isolation could potentially benefit from their 
international experience, these companies were specifically targeted. 
The relationship between international market orientation and 
international business performance was investigated using multiple 
regression analysis. The relationship between international market 
orientation and international business performance was confirmed. 
The thesis proposes a simplified measuring instrument for analysing 
and improving the international business performance of South 
African companies as well as a model for international market 
orientation. 
KEY WORDS: 
international, international marketing, international market 
orientation, international business performance, South Africa 
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CHAPTER 1: INTRODUCTION 
1.1 OVERVIEW 
This exploratory study is concerned with developing a scale or 
instrument for determining, analysing and improving the 
international market orientation of South African companies by 
examining and benchmarking 108 of the largest South African 
companies already substantially involved in international markets. 
The research area under investigation is international marketing and 
market orientation. Applying these concepts to the South African 
business environment initiated this study. This study researches the 
concept, construct or philosophy of an international market oriented 
mindset within South African companies. The construct of 
international market orientation is investigated by means of a 
literature review as well as qualitative and quantitative empirical 
research studies involving South African companies already 
substantially involved in international markets. 
South Africa's immediate task is one of economic development. The 
internationalisation of its economy is a necessity. The contribution of 
this thesis to the economic growth of South Africa lies in the 
development of a much-needed measuring instrument to aid 
companies in the assessment of their orientation towards 
international markets. This research investigates international 
market orientation as a determining factor of the international 
business performance of South African companies. The combined 
performance of all South African companies operating in domestic 
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and international markets determines the global competitiveness of 
South Africa as a country. 
This thesis has been presented in two parts for the sake of 
convenience, clarity and not to disrupt the flow. The first part deals 
with the literature review and the second part with the qualitative 
and quantitative empirical research surveys. The list of references 
utilised in the study is included at the end of part two followed by ten 
appendixes. 
1.2 OBJECTIVES AND METHODOLOGY 
The reason for undertaking this study is to improve the performance 
of South African companies in international markets and, thereby, 
the economic growth and global competitiveness of South Africa as a 
country. A number of South African companies could be viewed as 
being successful in their international operations. Benchmarking 
their best practice in terms of being oriented to their international 
markets, means other South African companies could learn from 
these companies. The following research hypotheses were, therefore, 
formulated. 
H1 A small number of variables exist which accounts for the single 
construct of international market orientation. 
H2 The international market orientation construct comprises 
several dimensions or factors. 
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H3 There is a relationship between international market 
orientation and international business performance. 
The main objective of this study is to develop a research instrument 
or scale that could be utilised to determine the international market 
orientation of a South African company already involved in, or 
planning to engage in international marketing. A further objective is 
to determine whether an orientation towards international markets 
results in improved performance in these international markets. 
The literature suggests that the challenge of economic growth in 
South Africa could be overcome through the successful 
implementation of the marketing concept and the development of a 
market oriented business culture or philosophy driven by the top 
management within a company. Whether a market orientation, and 
specifically an international market orientation, could improve the 
international business performance of South African companies, was 
identified as a realistic research objective that could address a gap in 
the existing marketing literature. The need for South African 
companies, and through them South Africa as a country, to be 
globally competitive was acknowledged as an area where the study 
could contribute to the existing knowledge. 
The challenge was to identify elements comprising the measurable 
behavioural characteristics of a domestic market orientation 
compared to an international market oriented corporate mindset or 
business philosophy. The terminology international market orientation 
identified a gap in the existing literature that had not been detected 
in any of the literature reviewed. This gap in the literature led to the 
decision to develop a scale or instrument for measuring or 
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determining the level of international market orientation observable 
within South African companies. A replication study using one or 
more of the existing market orientation measuring instruments was 
decided against due to their perceived domestic (own country) market 
focus. This exploratory study aimed to develop a measuring 
instrument for determining, analysing and improving the 
international market orientation of South African companies in 
foreign or international markets. 
There was a considerable challenge in obtaining the co-operation of 
the 200 largest JSE (Johannesburg Stock Exchange) listed South 
African companies examined in the research. Due to their substantial 
involvement in international marketing, other South African 
companies already involved in, or planning to enter international 
markets, could potentially profit from their international experience. 
Developing a scale based on the experience of the JSE listed 
companies, could be used by said other companies to identify their 
own strong and weak points in terms of their international market 
orientation. 
Market orientation as a corporate mindset is not even common in UK 
companies and is unlikely to be a mindset within South African 
companies given years of international isolation. It was, therefore, 
foreseen to be quite a challenge to leapfrog onto an international 
market orientation as expounded in Chapter 4. 
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1.3 STRUCTURE OF THE THESIS 
Chapter 1 provides an overview of the study and the research area 
under investigation. 
Part 1 (Chapters 2& 3) contains the literature review that was 
performed to identify gaps in the existing marketing literature related 
to being (international) market oriented within Third World or 
developing countries like South Africa. The literature review was also 
performed to identify scale items for inclusion in the questionnaire as 
expanded upon in the methodology. 
Chapter 2 defines the terminologies associated with the study 
including marketing, the marketing concept, being market(ing) 
oriented, being market or customer-led, international marketing and 
establishing a global mindset. An understanding of international 
marketing was required to identify companies for inclusion in the 
quantitative survey (Appendix 5), as South African companies have 
been denied international exposure due to the policy of apartheid. 
Chapter 3 analyses the impact of globalisation and Afrocentricity on 
South Africa's global competitiveness. The chapter details the 
formulation of international marketing strategies including the 
segmentation of international markets and adapting the marketing 
mix for international target market segments. Entry strategies such 
as exporting, contractual and licensing agreements, joint ventures 
and wholly owned subsidiaries are outlined. 
Part 2 (Chapters 4& 5) explains the empirical research. 
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Chapter 4 outlines the qualitative and quantitative empirical research 
methods for obtaining primary research data. The qualitative 
research included personal interviews, two group discussions and a 
focus group discussion. These, in combination with the literature 
review, were employed to generate, verify and refine scale items for 
inclusion in the questionnaire. The quantitative research data was 
collected by means of a pre-tested 96 scale item questionnaire. The 
timeframe and the statistics employed to refine the research data are 
explained. 
Chapter 5 presents the collection, analysis and interpretation of the 
qualitative and quantitative research data, including the statistical 
refinement of the questionnaire as theorised in Chapter 4. The 
relationship between international market orientation and 
international business performance is explored. 
Chapter 6 addresses whether the null hypotheses could be rejected in 
favour of the alternative hypotheses formulated in Chapter 4. The 
chapter details the outcomes of the study and outlines limitations 
and a research agenda for further studies. 
To enhance the flow of the thesis, the list of references and the 
appendixes are included after Chapter 6. 
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PART ONE 
THE CONCEPTUAL FRAMEWORK FOR IMOMI 
CHAPTER 2: METHODOLOGICAL CHALLENGE 
2.1 INTRODUCTION 
This study is concerned with the international market orientedness of 
South African companies. As the construct or concept to be 
investigated is international market orientation, it was deemed 
prudent to first define the terminologies associated therewith; namely 
marketing, the marketing concept, being market(ing) oriented, being 
market or customer-led and international marketing. 
Most companies, including South African companies, progress from 
domestic marketing, followed by international marketing and then 
global marketing. The process of evolution of South African 
companies into global marketing companies is considered in this 
chapter. An understanding of international marketing is required to 
identify companies for inclusion in the quantitative survey 
(Appendix 5), as South African companies have been denied 
international exposure due to the policy of apartheid. Many 
companies have, therefore, not been involved or had limited exposure 
to international markets and international marketing. 
Establishing a global mindset and identifying international trends, 
both essential for companies wishing to improve their performance in 
international markets are discussed. Segmenting international 
market and adapting the marketing mix for international target 
market segments are debated in Chapter 3, as well as entry strategies 
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such as exporting, contractual and licensing agreements, joint 
ventures and wholly owned subsidiaries. 
The literature review was performed to identify a gap in the existing 
marketing literature related to being market oriented within Third 
World or developing countries like South Africa. It also helped to 
identify scale items for inclusion in the questionnaire as expanded 
upon in the methodology, Chapter 4. 
2.2 CONSTRUCTS DEFINED 
2.2.1 MARKETING 
As this study falls within the domain and discipline of marketing, it 
was deemed appropriate to first define marketing and the marketing 
concept (Section 2.2.2) as defined by various marketing authors. 
Kotler, now in his ninth edition (1997) is most often quoted by 
authors deliberating marketing, such as Doyle & Wong (1998), Gray, 
Matear, Boshoff & Matheson (1998), Harris & Piercy (1997), 
Henderson (1998), Morgan & Strong (1998), Pelham (1997), Piercy 
(1997) and Pitt, Caruana & Berthon (1996). Quoting Kotler (1997: 9), 
"Marketing is a social and managerial process by which individuals 
and groups obtain what they need and want through creating, 
offering, and exchanging products of value with others". 
The definition of the Chartered Institute of Marketing concurs with 
Kotler (1997) as it states that "Marketing is the managerial function 
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responsible for identifying, anticipating and satisfying consumer 
wants and needs profitably". Both the definitions (Kotler and the 
Chartered Institute's) recognise the purpose of marketing as 
identifying and satisfying consumer needs. The Chartered Institute of 
Marketing adds, from a business perspective, a most important profit 
motive to the definition. The American Marketing Association 
(Bennett 1998) offers a more functional activity based definition of 
marketing in stating that "Marketing is the process of planning and 
executing the conception, pricing, promotion and distribution of 
ideas, goods and services to create exchanges that satisfy individual 
and organisational objectives". The definition concentrates on the 
marketing mix, or 4Ps (Product, Price, Promotion and Place or 
distribution) and adds organisational objectives versus the 
profitability objective of the Chartered Institute of Marketing. This 
definition could, therefore, also be applied to non-profit 
organisations. 
Discussions of marketing would not be complete if the marketing 
function, marketing department or marketing division within a 
company is not brought into the debate. Often marketing is seen as a 
function to be performed by certain individuals within a company 
versus being an organisation wide focus on satisfying customer needs 
to achieve organisational objectives. The study of Moorman & Rust 
(1999: 180) argues for the coexistence of a marketing function beyond 
an organisation-wide market orientation, as discussed later in this 
chapter. They suggest that the marketing function facilitates the link 
between customers and various key processes in the company. 
Marketing can take at least two structural organisational forms, 
either: 
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(a) centralisation of all marketing activities into one function; or 
(b) as a marketing process that organises the marketing activities 
across non-marketing specialists in the organisation e. g. sharing 
market knowledge. 
They conclude that marketing is the facilitator of the company- 
customer relationship. The responsibilities of the marketing function 
include issues such as measuring, monitoring and improving 
customer satisfaction as well as attending to organisational loyalty 
and customer retention programmes. Also, customer information 
systems and database management, which will include the collecting 
and sharing of information related to customer profitability, are 
deemed part of the responsibilities. The way that relationships are 
managed (company-customer, customer-product and customer- 
financial control for example) by the marketing function will 
contribute to customer need satisfaction and new product and 
market performance. 
Perreault & McCarthy (1996: 9) distinguish between marketing at the 
micro and macro level. On the micro level, they view marketing as an 
individual company performing specific activities by satisfying their 
customers' needs. On the macro level, they view marketing as a 
process that directs an economy's flow of goods from producers to 
consumers in such a way that supply and demand are balanced and 
the objectives of the society are achieved. This distinction is 
important for this study, as marketing on both the micro and macro 
level is of concern. On the micro level, individual companies are 
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marketing their products to domestic and international customers 
and on a macro level, the global competitiveness of South Africa as a 
country is of concern. The combined marketing efforts from 
individual companies result in the global competitiveness (or not) of 
South Africa (Chapter 3). 
From a commercial business perspective, combining the various 
definitions of marketing would suggest that marketing is concerned 
with identifying market needs and satisfying these needs profitably 
through the application of the marketing mix (4Ps). Others agree, for 
example Brassington & Pettitt (2000), Cannon (1996), Doyle & Wong 
(1998), Jobber (2001) and Palmer (2000) that marketing is an 
exchange process whereby goods, services, ideas and money are 
exchanged by two or more parties, normally a supplier and a 
consumer. The idea of both parties having a satisfactory exchange 
process or receiving something of value, led to defining a market and 
the marketing concept. 
2.2.2 MARKETS AND THE MARKETING CONCEPT 
A market is defined (Kotler 1997: 13) as "all the potential customers 
sharing a particular need or want who might be willing and able to 
engage to satisfy that need or want". Jobber (2001) is of the opinion 
that Adam Smith might have been right in 1776 when he stated that 
consumption is the sole end and purpose of production. The reason 
for this is that production forms the foundation of the marketing 
concept, namely to match a company's capabilities with market 
requirements in order to achieve the objectives of both parties. 
Markets are the combination of actual and potential buyers of a 
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product or service. Markets may be decentralised or centralised, 
domestic or foreign. Markets exist wherever there is an identifiable 
need. Commercially, markets exist if something of value is desired, 
from basic food and water to sophisticated lifestyle products, such as 
branded designer fashion labels or even ideas, like a political 
ideology. A market is one of the oldest concepts, purporting that 
consumers favour products that are available, desirable and 
affordable. Initially, management emphasised production and 
distribution efficiency. A classic example would be Ford's Model T 
motor vehicle available only in black and in one standard model. As it 
is quite possible that some South African companies might not 
ascribe to the marketing concept, it is important to understand some 
of the other concepts predating the marketing concept, such as the 
production and selling concepts. 
The production concept takes an inside-out perspective of looking at 
the company's existing products and ways to find customers for 
them, as in the Ford example above. The selling concept quite 
similarly views consumers as unwilling customers whose inherent 
opposition must be overcome to make a sale. The selling concept 
tends to encourage sellers to misrepresent the true nature of their 
products or services and can lead to problems in maintaining 
customer satisfaction. It is often used to push unsought products 
into an unsuspecting market. Selling tobacco products in Third 
World or developing countries is a classic example (Terpstra 1981) 
that comes to mind. Sophisticated, informed developed or First World 
markets are no longer buying tobacco products, forcing suppliers to 
seek alternative markets. 
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The marketing concept, by comparison, links the success of a 
company with the continuing satisfaction of the market. It, is an 
outside-in approach, which translates to identifying the needs and 
wants of a clearly defined market. After the needs and wants of the 
market have been analysed, the marketing concept holds that 
company efforts need adjusting to make products that will meet the 
needs. Furthermore, building the company's market offering around 
meeting those needs better than the competition. Extended further, 
in an ideal world, it would imply that the company would be 
contributing to the betterment of society as a whole. The tone of a 
company's promotional message often indicates whether it is 
practising the production, selling or the marketing concept. The 
marketing concept helps companies focus on customer need 
satisfaction, leading to long-term success by customer retention. The 
notion of customer satisfaction is central to ongoing marketing 
transactions happening. Marketing as a business concept can be 
traced back to the marketing concept. Kotler defines the marketing 
concept (1997: 19) as "the key to achieving organisational goals 
consists of being more effective than competitors in integrating 
marketing activities toward determining and satisfying the needs and 
wants of target markets". The marketing concept is based on the 
principle of market or customer need satisfaction in order for a 
business to achieve its own long-term objective of profitability 
(Brassington & Pettitt 2000; Cannon 1996; Churchill & Peter 
1995: 21; Houston 1986; Kotler 1997: 21; Palmer 2000; Perreault & 
McCarthy 1996: 36; Pride & Ferrell 1993: 13; Teas & Palan 1997; Van 
der Walt, Strydom, Marx & Jooste 1996: 7). The marketing concept is 
often referred to as being market oriented (McDonald 1995: 1), which 
will be explored next. 
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2.2.3 MARKET ORIENTED 
A philosophical argument between being marketing oriented or being 
market oriented was identified in the literature consulted. Kohli & 
Jaworski (1990: 1) started the debate by stating that market 
orientation means implementing the marketing concept, almost the 
exact same definition Perreault & McCarthy (1996: 36) use for 
defining marketing orientation, namely focusing all company 
resources and efforts on satisfying customer (market) needs. 
According to Morgan & Strong (1998) and quoting Shapiro (1988), 
marketing orientation is considered to be distinct from market 
orientation in the sense that the former focus on the functional 
departmentation of marketing, while the latter addresses 
organisation-wide concerns. Market orientation studies tend to focus 
on responsiveness and awareness of environmental influences on 
marketing decision-making and implementation. 
According to some of the most cited authors in the field of measuring 
domestic marketing orientation and market orientation (Kohli & 
Jaworski 1990; Narver & Slater 1990) and the same authors as 
quoted in Pitt, Caruana & Berthon (1996) the term market oriented is 
preferred to marketing oriented. The reason is that market 
orientation highlights the organisation wide application of the 
marketing concept, as defined earlier. On the other hand a marketing 
orientation is seen to be specific to the activities of the marketing 
department or division, managing the marketing mix or 4Ps. It would, 
therefore, seem that marketing orientation tends to focus more on the 
functional role of marketing departments and marketing managers. 
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Although the definitions marketing orientation and market oriented 
are often discussed interchangeably, for the purpose of this study the 
terminology market oriented will be used throughout. 
Marketers assert that managers with a market orientation are 
superior to such other orientations as a sales orientation or 
production orientation (Henderson 1998; Kumar & Subramanian 
2000). Market orientation as a concept is distinguished from a cost 
orientation, export orientation, financial orientation, employee 
orientation, environmental orientation and technology orientation 
(Appiah-Adu & Singh 1998; Cadogan & Diamantopoulos 1995; 
Cadogan, Diamantopoulos & de Mortanges 1999; Fritz 1996; Hurley 
& Hult 1998; Lichtenthal & Wilson 1992; Macdonald 1995; McDonald 
& Dunbar 1995; Tadepalli & Avila 1999; Wong & Saunders 1993). 
A company's attempt to implement the marketing concept results in a 
market orientation according to Pride &. Ferrell (1993). They view the 
marketing concept and being market oriented as a way of thinking or 
a management philosophy guiding the company's overall activities. 
Being market oriented means that a company requires four things. 
Firstly, commitment from top management to implement the 
marketing concept throughout the organisation. Secondly, marketing 
managers need to develop the trust and understanding from other 
departments, such as production, finance and human resources. 
Thirdly, non-marketing managers need to buy into the marketing 
concept. Fourthly, strong, open relationships with customers are 
required where both parties (company and customers) co-operate to 
achieve their goals. 
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As this study is concerned with measuring the international market 
orientation of South African companies, it was deemed prudent to 
look at existing market oriented measuring instruments. Most of the 
authors consulted regarding measuring the level of market 
orientation, seem to focus on the instruments of Kohli, Jaworski & 
Kumar in 1993 and of Narver & Slater in 1990, for example Doyle & 
Wong 1998, Gray, Matear, Boshoff & Matheson 1998, Harris & Piercy 
1997, Henderson 1998, Morgan & Strong 1998, Pelham 1997 and 
Pitt, Caruana & Berthon 1996. A few other authors were often cited 
by the same aforementioned authors on market orientation as a 
management philosophy or orientation, for example Houston 1986, 
McGee & Spiro 1988, McKenna 1991, Shapiro 1988 and Webster 
1988. 
Narver & Slater (1990: 21) defined market orientation as the 
measurable organisational culture that effectively and efficiently 
creates the necessary behaviours (marketing activities) for the 
creation of superior value for customers and thus continuous 
superior performance for the company. They developed a scale or 
instrument for measuring the market orientedness of companies. 
Their scale for measuring the level of market orientation consisted of 
20 scale items divided into five components or activities namely. 
" Customer orientation. 
" Competitor orientation. 
" Interfunctional co-ordination. 
" Long-term focus. 
" Profitability. 
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From a business perspective, they focused on the much needed profit 
motive over the long term. Although their instrument was developed 
in 1990, sometime before the MARKOR scale or instrument 
(discussed hereafter) in 1993, MARKOR never included profitability or 
business performance as a component. 
However, after a survey with top management in a forestry 
organisation to verify their scale, the MARKET ORIENTATION 
instrument (Appendix 3) was altered as Narver & Slater (1990) found 
very low reliability scores for their dimensions long-term focus, and 
profitability. The survey found acceptable reliability levels for 
customer orientation, competitor orientation and inter-functional co- 
ordination. Long-term focus and profitability were, therefore, omitted 
from later definitions and studies. The final MARKET ORIENTATION 
scale consists of 15 scale items in the three dimensions already 
mentioned, namely. 
" Customer orientation. 
" Competitor orientation. 
" Interfunctional co-ordination. 
Based on the analysis of the two scales (MARKET ORIENTATION and 
MARKOR) as well as analysing the discussion of said scales by 
authors such as Doyle 8v Wong 1998, Gray, Matear, Boshoff & 
Matheson 1998, Harris & Piercy 1997, Henderson 1998, Kumar, 
Subramanian & Yanger 1998, Morgan & Strong 1998, Pelham 1997 
and Pitt, Caruana & Berthon 1996, indicated the importance of 
identifying some type of performance measure to evaluate 
achievement in international market involvement. The approach of 
A MEASURE OF INTERNATIONAL MARKET ORIENTATION page 18 
CHAPTER 2: METHODOLOGICAL CHALLENGE 
Narver 8& Slater (1990) of including performance as one of the 
dimensions of being market orientation was deemed to be 
unsatisfactory as their subsequent research results indicated. The 
decision that needs to be taken is whether market orientation is part 
of the measure of being market oriented, or whether it is an auxiliary 
measure needed to validate the measure of market orientation. It 
would seem that including performance as a means of analysing a 
possible correlation between being market oriented and achieving 
some measure of success in business might be more satisfactory 
than including it as part of the measure (MARKET ORIENTATION) or 
ignoring it altogether (MARKOR). For the purposes of this study, it 
indicated that analysing the correlation between being international 
market oriented (Section 2.5) and international business performance 
should be considered. The issue of additional validation of a scale for 
measuring the international market orientedness of South African 
companies by correlating it with their international business 
performance is addressed in more detail in Chapter 4. Sufficient to 
conclude that the literature suggests that some kind of performance 
measurement separate from the instrument or scale itself is required. 
Is being market oriented a corporate mindset or a set of activities? 
Kohli & Jaworski (1990) view market orientation as the 
implementation of the marketing concept, stating that market 
orientation consists of specific activities. These activities were 
discovered with the subsequent MARKOR scale or instrument 
developed by Kohli, Jaworski & Kumar (1993). In MARKOR 
(Appendix 3) the authors divided 32 variables related to market 
orientation into three factors, constructs or dimensions, namely 
intelligence generation, intelligence dissemination and intelligence 
A MEASURE OF INTERNATIONAL MARKET ORIENTATION page 19 
CHAPTER 2: METHODOLOGICAL CHALLENGE 
responsiveness. Their definition of market orientation, therefore, 
states that market orientation consists of the following dimensions. 
" Organisation wide generation of market intelligence about current 
and future customer needs. 
" Dissemination of the market intelligence across departments. 
" Organisation wide reaction to the distributed market intelligence. 
It is evident that both the MARKET ORIENTATION (Narver & 
Slater 1990) and MARKOR (Kohli, Jaworski & Kumar 1993) scales 
define market orientation as being customer focussed and identifying 
and satisfying their needs through a focussed effort involving the 
entire company. Narver & Slater (1990) added the competitor 
orientation dimension. Focussing on and reacting to competitors 
could be viewed as reactive perhaps whereas focussing on customer 
needs and potential needs are more proactive and innovative. As 
customer focus and competitor focus are both important aspects of 
the marketing concept, it is important that these are addressed in an 
instrument to determine international market orientation. 
From the aforementioned three paragraphs, market orientation could 
be defined as both a corporate philosophy or mindset as well as a set 
of marketing activities. Market orientation involves focusing on an 
organisation wide customer orientation to achieve organisational 
objectives. It requires an understanding of the core customer needs to 
be satisfied. These core customers' needs can only be identified 
through continuous research. Being market oriented requires all 
organisational functions (production, finance and others) to share the 
management orientation towards delivering the required product or 
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service more effectively and more efficiently than competitors to 
achieve profitability. This enables the company to meet customer 
needs through the elements and activities outlined in a marketing 
mix (4Ps). Because market orientation is an organisation wide 
philosophy or mindset, it is necessary that the whole company be 
focussed on activities aimed towards servicing the customer. 
Furthermore, market orientation requires systems and methods 
employed by a company aimed at providing relevant marketing 
information regarding customer needs and expectations (Greenley & 
Foxall 1996; Kohli & Jaworski 1990; Liu 1996; Slater & Narver 1996). 
It aims at timely identification of marketing opportunities and threats 
in the environment. It evaluates the performance of implemented 
marketing strategies and monitors competitor activities. It means 
that all plans and activities are focused on customer satisfaction, 
retaining existing customers as well as acquiring new business. 
For the purpose of this study, in its simplest form, market orientation 
means implementing or carrying out the marketing concept of 
profitable customer satisfaction. For international market orientation 
(Section 2.5), the focus would, therefore, be on profitable international 
customer satisfaction. A deeper understanding of market orientation 
can be gained by contrasting the market-driven business with an 
internal oriented business, as in the following table adapted from 
Jobber (2001). 
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TABLE 2.1: MARKET ORIENTED BUSINESSES 
MARKET ORIENTED COMPANY INTERNAL ORIENTED COMPANY 
Customer concern throughout 
business 
Convenience comes first 
Know customer choice criteria and 
match with marketing mix 
Assume that price and product 
performance key to most sales 
Segment by customer differences Segment by product 
Invest in market research and 
track market changes 
Rely on anecdotes and received 
wisdom 
Welcome change Cherish status quo 
T to understand competition Denigrate competition 
Marketing spend regarded as an 
investment 
Marketing spend regarded as a 
luxury 
Innovation rewarded Innovation punished 
Search for latent markets Stick with the same 
Bein fast Why rush? 
Strive for competitive advantage Happy to be me-too 
Source: Adapted from Jobber 2001 
From Table 2.1 it is evident that market oriented companies focus on 
customers, competitors and adapting to change in the external 
environment. This is in stark contrast to internal oriented companies 
that are satisfied with maintaining the status quo. Market oriented 
companies tend to embrace and welcome change and engage in 
market research to track changes in the environment. Market 
oriented companies tend to react quickly to changes, both 
opportunities and threats and adapt their marketing mix and 
strategies accordingly. 
Piercy (1997: 10), however, ridicules market orientation as being only 
of academic interest and then went on to postulate his own concept 
of market led strategic change. He argues that being market led 
focuses on the dictates of market or customer needs, involves the 
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gathering of market information and the implementation of marketing 
strategies to satisfy customer needs. Thereby organisational 
objectives are achieved. Except for some philosophical arguments, it 
would seem, from both an academic and a practical business point of 
view, that little new has been added to Kotler's (1997) original 
marketing concept. The marketing concept here is defined as a 
management orientation of identifying and satisfying customer needs 
through the marketing mix (4Ps) better than competitors to achieve 
organisational objectives. Piercy focuses more on the implementation 
of the marketing concept throughout the organisation to provide 
strategic direction. Day (1990) and Connor (1999) provides sound 
advice by suggesting a balance between being customer led and being 
market oriented. Slater 8v Narver (1998) suggested that being 
customer led should not be confused with being market oriented and 
concluded a year later (Slater & Narver 1999) that being market 
oriented is more that being customer or market led. 
The studies regarding the measuring of the degree of market 
orientedness, considered market orientation predominantly from a 
domestic country point of view. MARKOR (Kohli, Jaworski & Kumar 
1993) and MARKET ORIENTATION (Narver & Slater 1990) both 
considered market orientation from the US perspective. Pitt, Caruana 
& Berthon (1996) investigated market orientation using the MARKOR 
instrument in the UK and Malta. The results indicated a possible US 
bias of the MARKOR scale. Gouws & Schreuder (1994) developed a 
similar 32 item three dimensional MARKOR instrument for the South 
African environment. The South African MARKOR SA instrument 
focussed specifically on the domestic South African market. They did 
not report on the relationship between market orientation and 
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business performance. All three scales or instruments (MARKET 
ORIENTATION, MARKOR & MARKOR SA) are presented in 
Appendix 3. All three instruments focus on measuring or determining 
the level or degree of domestic market orientation observable within a 
company's business culture or philosophy. The domestic market 
focus of existing instruments fail to address international market 
orientation and this gap in the literature identified the need for a 
scale to measure the international market orientation of South 
African companies. 
After the discussion on market orientation and defining the 
terminology to be used in this study of international . market 
orientation, the possible relationship between market orientation and 
performance is investigated. 
2.2.4 MARKET ORIENTATION AND PERFORMANCE 
As stated by Narver & Slater (1990), Slater & Narver (1993), Slater & 
Narver (1994) and Greenley (1995), market orientation leads to 
superior business performance, although some researchers in 
replication studies found only a moderate correlation (Pitt, Caruana 
& Berthon 1996). 
Slater & Narver (1994) found "a substantial positive relationship 
between the magnitude of a business's market orientation and its 
profitability". They remark that focusing on market orientation, 
consisting of their empirically identified three components (customer 
orientation, competitor orientation and interfunctional co-ordination), 
forms the basis for creating superior value for customers. Research at 
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the Centre for Marketing at the London Business School verified the 
correlation between market orientation and performance (Meehan 
1996). A major survey of top managers at over four hundred UK 
companies has revealed insights with important implications for 
management. The results showed that market orientation is part of a 
value system, or an organisation-wide way of doing business. 
Companies in the sample that were viewed as being market oriented, 
meaning flexible and externally focused, were found on average to be 
more successful. 
Pitt, Caruana & Berthon (1996) investigated market orientation and 
business performance using 161 UK-based and 193 Malta based 
companies. They used the MARKOR instrument developed by Kohli, 
Jaworski & Kumar (1993) to investigate the relationship between 
market orientation and business performance. Their final results 
indicated that market orientation explained 10% of business 
performance in the UK and 9% in Malta. As already mentioned, the 
results might be indicative of the domestic market focus of the 
MARKOR instrument. Deshpande, Farley & Webster (1993) confirmed 
a relationship between market orientation and performance in Japan. 
They illustrated the relationship between market orientation, a 
marketing culture and innovativeness, suggesting that market 
orientation leads to successful innovation and improved business 
performance. Their cultural approach led to the comparison of 
market orientation with Afrocentricity, discussed in Chapter 3. 
Enough evidence was provided in the above mentioned literature and 
by other authors consulted (Fritz 1996; Loubser 2000; Martin, Martin 
& Grebac 1998) to warrant a further investigation as to whether the 
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level of international market orientedness in a company relates to an 
increase in the company's international business performance. 
2.2.5 BARRIERS TO MARKET ORIENTATION 
The implementation of the marketing concept and being market 
oriented have received significant attention by researchers as evident 
from the preceding discussion. Harris (1999: 102) maintains that few 
studies have focussed on the barriers to the development of market 
orientation. He states that market orientation is an organisation 
culture that creates the behaviour necessary to provide superior 
performance on a continued basis. Two types of barriers are 
identified, namely people focussed and system focussed barriers. 
1) People focussed barriers include pitfalls such as executive 
experience, incomplete integration of organisational functions, 
lack of management ability and misuses of hierarchical positions. 
These barriers are normally caused by the underlying influence of 
irrational employee behaviour on decision making which is the 
result of a lack of management skills, inexperience and status- 
seeking behaviour. Although top and lower-level management are 
supposed to lead the employees by their commitment to market 
orientation, the primary barrier to market orientation lies with 
employees on all levels. This assumption has been assigned to the 
concept of corporate culture as the main barrier to market 
orientation. What must be overcome is the inertia bred by 
corporate cultures and corporate climates. By contrast, market 
orientation involves changing the fundamental ways in which the 
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company and its employees see themselves, their business 
environments and future. 
2) System focussed barriers refer to structures and system resistance 
or inappropriateness as the main obstacles. The increase of 
market orientation is linked to organisational structures, systems 
and processes specifically created to sustain it. The most common 
barriers that are cited are lack of co-operation between functions 
such as finance and manufacturing, lack of appropriate skills, 
production emphasis and badly focused reward systems. These 
barriers influence attitudes, opinions and actions of employees. 
It is important to take note of the complexity and interrelatedness of 
the people and systems barriers. The core issue related to the 
sustaining of market orientation lies in the hearts and minds of 
management and employees (Reukert 1992). It is suggested that 
internal marketing can be implemented to influence the belief, 
understanding and commitment of employees to market orientation. 
But it demands committed ambassadors (top management) to ensure 
a high degree of market oriented culture is established within any 
given company. This would arguably be even more so for establishing 
an international market orientation in a South African company after 
years of international isolation. 
Due to Afrocentricity (Section 3.4.1) and its possible influence on 
South African companies, these barriers needed to be addressed and 
are included as specific scale items (Section 5.2) in the questionnaire 
(Appendix 1). It is, therefore, also necessary to investigate the 
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evolution of international marketing through which South African 
companies might progress. 
2.3 EVOLUTION OF INTERNATIONAL MARKETING 
After years of international isolation due to the policy of apartheid, 
many South Africa companies are entering international markets for 
the first time. South African companies consider international 
markets for various reasons (Jain 1996: 17; Kotler 1997: 404). 
Entering international markets is often triggered due to international 
companies entering local or domestic markets. This forces local 
companies to seek international markets or to counterattack 
international companies by entering their domestic markets. With the 
lifting of international trade sanctions against South Africa, many 
international companies entered or re-entered South Africa, forcing 
South Africa companies to seek international markets while 
simultaneously competing with the foreign companies within the 
South African market (Williams 2000). 
Another reason to consider entering international markets might be 
higher profit opportunities in foreign markets compared to domestic 
markets. Saturated domestic markets could also force companies to 
consider international markets, as companies often need a larger 
customer base to achieve economies of scale. Often domestic 
companies wish to reduce their dependence on their domestic market 
and are innovative by expanding their markets internationally. South 
African companies might engage in international marketing due to 
one or several of these reasons. 
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Cateora (1996: 17-19) outlines the development from a local to an 
international player. He describes the phases of international market 
involvement as follows. 
" No direct foreign market involvement. 
" Infrequent foreign market involvement. 
" Regular foreign market involvement. 
" International market involvement. 
" Global market involvement. 
Besides the trigger decision to enter international markets, 
companies have to decide on the extent of their involvement in 
international markets. The level of involvement in international 
marketing is depicted in the following table (Hu 8v Griffith 1997; Pride 
& Ferrell 1993; Terpstra 1987). 
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Occasional, This is an attempt Markets across Companies try to 
unsolicited foreign to create sales national operate as if the 
orders are without significant boundaries are a world were one 
received. changes in the consideration in large market, 
company's the marketing ignoring regional 
There is no real products and strategy. and national 
commitment to overall operations. differences. 
international International 
marketing. An active effort to marketing 
find foreign activities are seen 
markets for as a part of overall 
existing products planning. 
is most typical. 
DOMESTIC MARKETING GLOBAL MARKETING 
From Table 2.2 it is apparent that many companies evolve from a 
domestic market orientation, that is focussing on the domestic or 
local market, to a more international and even global market 
orientation, that is focusing on the world as a market and globalising 
their marketing efforts. Companies focussing on the internal or local 
market, or then engaged in domestic marketing, often become 
involved in international marketing through an unsolicited export 
order. Afterwards they might begin to export actively and eventually 
become more involved in international marketing. Companies might 
even become truly global players by ignoring regional and national 
differences and instead focus on similarities between domestic and 
various international markets. 
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Many companies in South Africa did not have the advantage of 
growing steadily into international marketing or even global 
marketing. They were forced back into the international business 
environment by the lifting of international trade sanctions in 1994. 
Developing sound strategies versus a fortuitous approach, some 
companies faced the challenge more successful than did others 
(Johnson 1995; Mintzberg, Quinn & Voyer 1995). The natural 
evolution for companies from domestic marketing to global marketing 
is now discussed in more detail as it provides insight into the 
progress of South African companies. 
2.3.1 DOMESTIC MARKETING 
Domestic marketing focuses on marketing efforts exclusively within a 
marketer's home country (Appiah-Adu 1997; Jain 1996: 16; Onkvisit 
& Shaw 1997: 10). All marketing efforts outside the home country are 
viewed as foreign and involve international marketing (discussed 
later). In domestic marketing, the local company faces mainly one set 
of environmental factors. 
In South Africa, the domestic market is, however, fairly diverse. To 
mention only one aspect, there are eleven official languages in South 
Africa. Such diversity was, however, not enough to prepare South 
African companies for entering the international market, even less for 
competition with international players within the South African 
market, given the home base advantage. For example, when Korean 
based Hyundai started to assemble motor vehicles in neighbouring 
Botswana and exporting into South Africa, it impacted on the local 
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South African motor vehicle manufacturer sales. It is a good example 
of the consequence of South African motor vehicle manufacturers 
concentrating on their domestic market during the apartheid years. 
South Africa companies were ill prepared to compete with the 
seasoned international players as South African companies possibly 
developed a mindset of being complacent in an artificial environment 
with protectionism and import restrictions sheltering them from the 
harsh international marketing environment (Savage & Jackson 1997). 
2.3.2 EXPORT MARKETING 
Exporting can be defined as the physical transporting of products 
from one country to another. It is the least involved form of 
international marketing (Acott 1994; Graham 1999; Jeannet & 
Hennessey 1998: 4; Reese 1993). Companies have the choice to either 
export themselves or to export using specialised exporting agents. 
South African companies frequently become involved and interested 
in exporting in response to an unsolicited export order. They see it as 
welcome additional income. Some of South Africa's neighbouring 
countries also had no other alternative but to import from South 
Africa because the relatively small size of their markets did not 
attract other international players. Various South African companies 
have been involved in exporting, even during sanctions, if only to 
neighbouring countries. Kotler (1997: 409) differentiates between 
indirect and direct exports while Jain (1996: 14) identifies regional 
exporters. 
Many companies start with indirect exporting. This means that they 
sell their products to independent intermediaries who export their 
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products. The intermediary can be based in the domestic market or 
in a foreign market. Direct exporting occurs when a company decides 
to handle its own exports. Such companies have to decide whether to 
base their export department locally or overseas. Many South African 
companies made use of indirect exporting during apartheid, calling it 
`sanctions busting', by exporting via an independent intermediary 
often based in a neighbouring country. 
Regional exporting involves exports to countries within the same area 
or region. South Africa is an active regional exporter, exporting to 
neighbouring countries such as Botswana, Zimbabwe, Namibia, 
Swaziland and Lesotho. Many of these countries are dependent on 
South Africa for necessities like food during frequent natural 
disasters. It did not quite prepare South African companies for 
competing in European, Asian, American or Australian markets with 
experienced international competitors. 
Exporting and specifically indirect exporting done by many South 
Africa companies is arguably the form of international marketing 
which requires the least involvement from a company wanting to 
expand internationally. 
2.3.3 MULTINATIONAL MARKETING 
Multinational marketing is defined by Churchill &. Peter as operating 
as a multinational corporation (1995: 309). It entails using different 
marketing strategies to serve different markets in different countries. 
This strategy is quite successful when consumer needs and wants 
differ from one country to another. It means that a company will 
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tailor a marketing strategy to satisfy the needs of customers in each 
country. 
Jeannet & Hennessey (1998: 5) concur and characterise multi- 
national corporations as companies with extensive assets abroad. 
Such companies operate in a number of foreign markets as if they 
were local companies. It would mean that multinational companies 
tailor their market offering to the needs of the specific country's 
market. Due to confusion experienced during pre-testing of the 
questionnaire (Appendix 1) between multinational and international 
marketing, it was decided to use the term `international marketing', 
discussed next. 
2.3.4 INTERNATIONAL MARKETING 
According to Jain (1996: 14), international marketing can be defined 
as exchanges across national boundaries for the satisfaction of 
customer needs and wants. Jeannet 8v Hennessey (1998: 4) define 
international marketing more specifically. According to their 
definition, international marketing is when a company goes beyond 
exporting and becomes involved in the local marketing environment 
in any given country or foreign market. 
Onkvisit & Shaw (1997: 7-11) use the terminology international, 
multinational and global marketing interchangeably. They suggest 
that international marketing can be defined as the multinational 
process of planning and executing the conception, pricing, promotion 
and distribution of ideas, goods and services to create exchanges that 
satisfy individual and organisational objectives. By adding the word 
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multinational to the standard marketing definition of the American 
Marketing Association, it then implies marketing activities across 
nations or international marketing. 
Definitions of international marketing vary from broadly defined 
exchanges across national boundaries to the more specific 
involvement in the local marketing environment in any given country 
or foreign market. For the purpose of this study, the definition of 
international marketing has been broadened to include all marketing 
efforts outside a company's domestic market and will, therefore, 
include exporting, multinational marketing and global marketing. 
Strictly speaking, global marketing can not be included in 
international marketing but no South African company is involved in 
global marketing at present. Global marketing is discussed after this 
section on international marketing. 
Most companies enter international markets due to economies of 
scale in manufacturing or due to saturation of their local market. For 
South African companies, the influx of international players eroding 
traditional domestic and export markets, is an added incentive for 
entering international markets themselves. A good example of a 
South African based international company is Anglo-American 
Corporation of South Africa Limited. This mining finance house 
operates in countries as diverse as Japan, Brazil, the United Kingdom 
and Zambia. Its commitment to South Africa is evident in the R3.5 
billion investment in the Columbus stainless steel project, which is 
set to make South Africa a world-class stainless steel supplier (Anglo- 
American Corporation 1999). Anglo-American is an example of a 
South African based company involved in international marketing by 
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not only exporting products mined and manufactured in South 
Africa, but also having established operations in foreign countries. 
2.3.5 GLOBAL MARKETING 
According to Jeannet and Hennessey (1998: 6), a global marketing 
strategy involves the creation of a single marketing strategy for a 
multi-national or a global company. Rather than tailoring a 
marketing strategy for each individual foreign market as suggested in 
multi-national marketing, the company focuses on similarities in 
world markets and uses one global marketing strategy. 
Professor Theodore Levitt established the concept of global marketing 
in 1983 with an article still quoted 10 years later in the Harvard 
Business Review (1993: 92-102) called "The Globalisation of Markets". 
In the 1983 article, he argued that marketers were confronted with a 
"homogeneous global village". Companies were advised to develop 
standardised world-class products and market them globally using 
standardised advertising and distribution within a standardised 
marketing mix. Various authors such as Medina 8s Duffy (1998) and 
Wind & Douglas (1986) felt that it was difficult to satisfy global 
customers due to their complexity. This opened another debate 
regarding globalisation or standardisation as suggested by Levitt, 
versus localisation or customisation, where the marketing mix is 
adapted to accommodate local preference or conditions. Globalisation 
or customisation often depends on the product or service. A soft 
drink might be suited for globalisation whereas a motor vehicle needs 
to comply with foreign emissions control and left or right hand 
driving conditions. 
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True global companies operate with a global village perspective, 
viewing the world as one market. They might have several corporate 
head offices spread across the globe and will locate manufacturing 
and marketing operations wherever it is most cost effective and 
profitable. True global players include such companies as Coca-Cola 
and Nestle (Barlett & Ghoshall 2000). No South African company can 
claim to be a global marketer yet, but establishing a global mindset 
could assist (Williams 2000). 
2.4 ESTABLISHING A GLOBAL MINDSET 
In this section the focus will be on three issues. 
1) A short description of the globalised economy and trends. 
2) The different types of global mindsets. 
3) Globalisation and the Third World. 
Kedia 8s Mukherji (1999: 232) conceptualised globalisation to be a 
situation where political borders are becoming irrelevant, 
interdependencies becoming imperative and national differences like 
societal cultures becoming the "central issues of business". The world 
itself becomes one marketplace. Srinivas (1995: 26-49) sketches the 
following scenarios of the globalisation of business for the "new world 
order". 
a) The globalisation of business has been accelerated by 
computerised applications of manufacturing with robots, which 
have reduced human labour. 
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b) Advancement in transportation has shrunk distances between 
suppliers, buyers, processing and markets. 
c) Foreign direct investments (FDI) increase across international 
borders and have become the sign of the international 
community's trust in a local economy. 
d) Internationalisation increasingly leads to joint ventures, licensing 
agreements, strategies, constellations and alliance networks 
world-wide. 
e) With the Internet and electronic facilities (e. g. tele- and video 
conferencing), the boundaries of the global village is evaporating in 
the boundlessness of cyberspace and cyber money in the cyber 
village. 
As the physical and cultural boundaries are being overcome by the 
development and fostering of a global mindset, knowledgeable 
marketers are in constant demand. 
2.4.1 GLOBAL TRENDS 
In response to the question of how South Africa can take advantage 
of globalisation, Kefalas (1995: 6-7) responded that the first 
prerequisite for globalisation is openness - getting to know the world 
and the main trends. It is important to know which countries are 
setting the trends and which countries are following them. 
Kefalas identifies the following megatrends or changes that should be 
of relevance to South African managers in the global market. 
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"A shift from a goods economy to an information economy based on 
knowledge creation and utilisation. 
" Movement from individualism to joining a group, or 
regionalisation. 
"A . change from state socialism to 
free market principles and 
privatisation. 
"A progression from cut-throat competition to co-operative 
competition through strategic alliances and international joint 
ventures. 
"A shift from big is best to small and flexible operations. 
"A preference for lean structures characterised by organisational 
re-engineering and downsizing versus a large core staff 
complement. 
" Movement from homogeneity to diversity in the labour force 
resulting in a rich corporate culture. 
" The shift from physics to biology and biotechnology. 
South African companies wanting to improve their performance in 
international markets and become globally competitive players, need 
to adapt to the changes in the global environment. Johnson (1995: 3) 
and Graham (1999) identified the following five major organisation- 
related developments that are changing the organisation to enable it 
to adapt to the future. 
1) Large and small companies will become more global in their 
operations. 
2) Functional hierarchical organisations will increasingly be 
superseded by the process-based, flat organisation, spurred on by 
breakthroughs in information technology. 
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3) There will be few, if any, jobs for life, and limited need for the 
traditional middle manager. 
4) Companies will have a total focus on the customer, practically to 
the exclusion of everything else. Satisfying the needs of the 
customer will become almost an obsession and the creative use of 
information technology will drive the process. 
5) Knowledge will become the "capital" of the future and continuous 
learning the key to competing. 
The move to globalisation in international trade and business has 
been ongoing and is continuing at an increasing pace as the concept 
of a global village is becoming a reality, primarily due to 
developments in information technology and rapid transportation. 
Viewed against these scenarios for the future, specific demands will 
be made on management in general and globally oriented managers 
in particular (Johnson 1995; Nasser 8s Viviers 1993; Nel 1993; Porter 
1980). Managerial requirements for successfully competing in the 
new global arena include leaner, smaller and flatter organisational 
structures and the elimination of most middle management levels. 
Management and leadership will lean heavily on specialists in 
information technology to provide competitive advantage. 
Management has relentlessly to pursue innovation to accommodate 
rapid change with constant endeavours to make products obsolete 
(planned obsolescence) through improved innovations before the 
competition does. The ability to learn from the most demanding 
international customers. Service excellence will become the test for 
every key management decision, while price, quality and speed will be 
paramount. Marketing has become the all-pervading mission in 
competitive global organisations, supported by re-engineered 
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organisational processes and systems to support the marketing effort. 
Despite a number of challenges, the globalisation paradigm is still 
paramount. Nevertheless, a few concerns relevant to the South 
African situation are noted in Chapter 3 (Section 3.2). 
2.4.2 THE DIFFERENT TYPES OF MINDSETS 
The highly competitive global environment demands a new global 
mindset that will enable managers to identify and capture new 
opportunities in the changed world order. 
Kedia & Mukherji (1999: 232-234), Ali (1993) and Ali & Camp (1999) 
identify the forces that face global managers and, therefore, managers 
in South African companies involved in or planning to enter foreign 
markets. The global economy demands that managers must change 
their orientation from a domestic, single country, single culture or 
single business mindset to a transnational mentality with the ability 
to balance the complex multiple dimensions of the global forces. The 
focus has been shifted from the level of individual managers to that of 
teams and groups. In the past, managers have been trained to 
become low cost producers preoccupied with budgets, 
manufacturing, marketing and finances. With the increased global 
competition, the shift is towards a creative and innovative mindset. In 
this mindset the emphasis is on values, culture and vision. Figure 
2.1 illustrates the shift in mindset or orientation. 
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Source: Kedia & Mukherji 1999: 233 
The global environment demands the development of a global 
perspective leadership and evaluation of the managerial mindsets. 
They suggest a framework for the developing of a global perspective 
consisting of a global mindset, knowledge and skills. The global 
mindset is an approach of how to interact with the global 
environment, including the ability to recognise complex 
interconnections. This ability must be supported by specific skills 
and knowledge regarding the environment (international, socio- 
political, economical, cultural, etc. ) To achieve a global mindset 
means to be able to see the world from a broad holistic perspective, 
seeing and sensing opportunities that others do not see. This implies 
the ability to recognise opportunities but at the same time also 
knowing the organisation's capabilities to mobilise world-wide 
resources to captivate market opportunities. The knowledge that 
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must support the global mindset relates to factual information such 
as socio-political factors, and the impact of cross-cultural issues on 
decision making. This mastery of knowledge refers explicitly to the 
mastery of technology and the ability to use information systems and 
telecommunications effectively. The knowledge required for the global 
mindset needs, therefore, to be deep and broad, with an international 
dimension encompassing information on competitive market 
conditions on a global basis. 
Knowledge is only of value if applied. Global managers need the skills 
to put their knowledge into action. The skills that are needed include 
the skills to use knowledge effectively, understanding other cultures, 
ability to lead diversity, interdependence and networking, motivating 
a diverse workforce, partnership and teamwork, strategic thinking 
and constant learning. Managerial perspectives must also be changed 
and the following framework is suggested. 
TABLE 2.3: THE CHANGING MANAGERIAL PERSPECTIVES 
MINDSET 'OUTLOOKs`ý STRATEGY. 
Ethnocentrism: Home Centralised / International 
country perspective Controlled 
Polycentrism / Decentralised / Multinational 
Regiocentrism: Host Autonomous 
country perspective 
Geocentrism: Global Networked / Transnational 
perspective Interdependent 
ouUitc. r eaia av iviuxnerjl 1999: 241 
When managers from a more homogeneous environment (e. g. Japan) 
think globally, their mindset is one of ethnocentricity. Home 
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standards are used as point of reference. Their outlook is centralised 
decision making, and control from home-country. Their international 
activities are a replication of their home-country systems and 
procedures. Kedia & Mukherji (1999: 241-247) suggest four 
managerial mindsets: the defender, the explorer, the controller and 
the integrator. When the host-country's culture and practices are 
used as point of reference, multi-national strategies are followed and 
decentralisation and autonomous global operations are implemented, 
those managers have reached the level of regiocentrism or 
polycentrism (Buzzell 1968; Chetty 1999). However, the global 
perspective is achieved once the integrator, geocentric mindset has 
been reached i. e. the creation of global networks of integrative and 
interdependent transnational strategies. 
As to the type of mindsets, Jeannet (2000: 33-42) distinguishes 
between five generic mindsets. These are the domestic mindset, 
international mindset, multinational mindset, regional mindset and 
global mindset. Jeannet's domestic mindset aligns with the 
managerial mindset of ethnocentrism or home-country perspective. 
The main characteristics of this mindset are that all reference points 
and experience comes from one single culture or business 
environment. One of the most important drawbacks of this mindset, 
is the lack of international curiosity i. e. the innate unwillingness to 
learn more about other parts of the world. 
The international mindset differs from the global perspective or 
mindset in that the experience is limited to one geographical area. 
There is indeed a major experience of a second country or region 
only. This is the situation of an expatriate from South Africa to 
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Japan. A lengthy stay in Japan may even help this South African 
manager to align with Japanese culture and he may even be able to 
speak Japanese - but has no experience outside this second country. 
With the expansion of the multinational corporations, managers have 
been expected to accept a series of international assignments where 
they spend a considerable amount of time outside their home-country 
moving on a country-by-country basis with strategic responsibility for 
a given territory. The multinational mindset managers are multi- 
domestic and have experience largely on a market-by-market basis. 
This mindset differs from a global mindset in that it operates on a 
multi-domestic basis with only one market or country at a time. This 
mindset will correlate with the polycentrism or regiocentrism 
managerial perspective. 
Where the multinational mindset operates with one-country-at-a-time 
assignment, the regional mindset managers are expected to supervise 
a number of local country organisations or even large regions such as 
Africa, Europe and Asia-Pacific. They must become skilled in 
integrating business across several countries. It is only the global 
mindset that understands "a business, an industry sector, a 
particular market segment, or a business function on a global basis". 
The global mindset has abilities that the other mindsets do not have. 
It must have the ability to analyse and think in terms of global logic. 
It must be able to understand the global forces acting on the specific 
business and be able to understand multi-market analysis as well as 
global strategies. Where the Third World or developing countries and, 
for that matter, South Africa, fit in to the global economy is discussed 
in Chapter 3. 
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The question to be asked is whether there is a relationship between a 
global or international mindset and being international market 
oriented. It might be practical rather to measure and analyse the 
international mindset of South African business managers and ignore 
the whole debate on individuals and companies being international 
market oriented. From the literature consulted, it would, however, 
seem that an international mindset is a key element of being 
international market oriented. In the scale items generated 
(Chapter 5), individuals within a company having an international 
vision or mindset was a common refrain in many scale items, 
including scale item 12 in the refined instrument (Appendix 4). It 
would, therefore, seem that an international mindset is part of being 
international market oriented or might even be the culmination of a 
company having achieved a significant level of international market 
orientation within their international markets. 
2.5 INTERNATIONAL MARKET ORIENTATION 
The literature gap becomes obvious as most of the international 
marketing textbook authors consulted (Cateora 1996: 21; Czinkota & 
Ronkainen 1992: 37; Douglas & Craig 1995: 18; Jain 1996: 16; 
Jeannet & Hennessey 1998: 8; Keegan & Green 1997: 3; Onkvisit & 
Shaw 1997: 7) spend considerably less time defining the marketing 
concept and market orientation compared to authors who 
concentrate on the more general and domestic market theory 
(Brassington & Pettitt 2000; Cannon 1996; Churchill & Peter 
1995: 2 1; Jobber 2001; Kotler & Armstrong 1996; Palmer 2000; Pride 
& Ferrell 1993: 13; Perreault & McCarthy 1996: 36; Van der Walt, 
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Strydom, Marx & Jooste 1996: 7). Authors of international marketing 
textbooks tend to focus more on the international marketing process 
and the difference between domestic and international marketing as 
is evident by comparing for example Kotler (1997) with Jain (1996). 
Kotler elaborates on the marketing concept and market orientation, 
whereas Jain, a more international marketing focussed author, 
concentrates on the international marketing process, not even 
mentioning the marketing concept or market orientation. 
Furthermore, market orientation tends to imply a domestic market 
focus. By superimposing, international marketing on the comparison 
between market orientation and internal oriented companies would 
suggest that companies wishing to improve their international 
business performance should focus on their international customers, 
international competitors and adapting to changes in the 
international business environment. This is in contrast to not only 
internal oriented companies but also in contrast with companies 
focussing on the domestic market. Companies wishing to 
internationalise their operations, need to embrace, welcome and also 
track change by engaging in international market research. 
The comparison between market orientation and internal oriented 
companies from an international marketing perspective, reinforces 
the decision to differentiate between domestic and international 
customers by using the terminology market oriented when referring 
to domestic customers and domestic markets and international 
market oriented when referring to international customers and 
international markets. Hence the terminology international market 
oriented will be used in this study to differentiate between an 
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international market orientation and focus compared to a domestic 
market orientation and focus. 
For the purposes of this study, international market orientation is 
defined as a company focusing all company resources and efforts on 
identifying and satisfying international customer needs compared to 
domestic customer needs. International customer needs form the 
foundation of all management decisions, including marketing 
strategies and the development of a marketing mix, including a 
product or service mix that will be preferred by international 
customers and satisfy their needs better than those offered by 
competitors. 
Market orientation and improving the international business 
performance of South African companies involved in international 
marketing require the inclusion of all stakeholders, from 
shareholders, directors, management, employees to customers and 
the community. An international market orientation can only be 
achieved with committed and motivated people in a favourable 
working relationship. According to Dalgic (1994) and Yovovich 
(1994: 21) being market oriented or market driven means having to 
face tough choices and focus. An immediate consequence of a South 
African company embracing international market orientation as a 
corporate mindset is that it would be forced to draw a sharp 
distinction between those customers that it wants and those 
customers it does not want (Twine 1997). This distinction is crucial 
because in today's hyper competitive marketing arena, a company's 
performance suffers every time it diverts any portion of its limited 
resources from its prime customers. Managers need to implement 
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procedures that will enable the company to continue to add 
distinctive value to its prime customers in the future. 
To add value to prime customers, marketing strategists need to look 
at company competencies, for example competitor intelligence 
generation and dissemination within the organisation and customer 
needs identification methods. Furthermore, managers must 
anticipate future customer needs and the competencies required to 
improve business performance in a dynamic and changing 
environment. Synchronising company competencies and customer 
needs is crucial, hence information is required. 
Organisations can only satisfy market needs as a result of the efforts 
of dedicated employees. Both management and employees must be 
customer focused and committed to optimal service quality. 
Employees need passionately to strive towards customer satisfaction 
in a competitive marketing environment. Marketing success is best 
expressed and measured through constant and continuous customer 
satisfaction. Market orientation is definitive in addressing the 
marketing concept, namely focussing and organising all company 
resources and efforts towards satisfying customer or market needs in 
order for a business to achieve long term profitability. For the 
purpose of this study, the term international market orientation will be 
used to differentiate between a company oriented to international 
customers and markets compared to a company oriented to local or 
domestic customers. 
It could be argued that market orientation is a business philosophy 
concerned with the implementation of the marketing concept. 
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Therefore, an international market orientation would imply focusing 
all marketing processes and techniques on international markets to 
ensure the achievement of organisational objectives. 
2.6 CONCLUSION 
The differentiation between the measurable behavioural 
characteristics of a domestic market orientation compared to an 
international market oriented corporate mindset or business 
philosophy, as expanded from an international marketing 
perspective, identified a gap in the existing literature. The terminology 
international market orientation has not been detected in any of the 
literature reviewed. This leads to the decision to develop a scale or 
instrument for measuring or determining the international market 
orientation of South African companies already substantially involved 
in international marketing as outlined in Part 2. A replication study 
using one or more of the existing market orientation measuring 
instruments were decided against due to their domestic market focus. 
The possible domestic bias of the existing instruments for measuring 
market orientation, namely MARKET ORIENTATION, MARKOR and 
the relatively unknown MARKOR SA, led to the decision to develop an 
international market orientation measuring instrument. The 
international market orientation measuring instrument specifically 
aims at establishing the level of international market orientation 
exhibited by top South African companies involved in international 
marketing. Furthermore, the international market orientation 
measuring instrument attempts to establish the relationship between 
international market orientation and international business 
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performance as explained in Chapter 4, Methodology. Based on the 
literature review, this seemed to be a more appropriate course of 
action compared to a replication study using one or more of the 
existing instruments. 
Market orientation is not even a prevalent business culture in most 
UK companies and, therefore, it could not be expected in South 
African companies, especially after years of international isolation. 
South Africa, however, had a fresh start after democratic elections in 
1994 and, therefore, an opportunity exists for South African 
companies to incorporate international market orientation as a 
business philosophy. International market orientation is a mindset or 
corporate company attitude, a philosophy emanating from the top, 
championed by the chief executive officer (CEO) or managing director 
(MD). This international market oriented mindset should be 
identifiable by the measurable behaviour, performance, activities and 
actions of managers and employees within a company. South African 
companies wishing to compete or already competing in international 
markets need to react quickly to changes, both opportunities and 
threats and adapt their marketing mix strategies and activities 
accordingly. Developing a scale or instrument for measuring the level 
of international marketing orientation is an attempt to provide South 
African managers with information to enhance their international 
business performance in the competitive international environment. 
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3.1 INTRODUCTION 
This chapter brings into focus the application of an international 
market orientation (Chapter 2) to real issues such as a developing 
country's need for growth. International marketing offers developing 
countries, like South Africa, ample opportunities for expansion, but 
also intensifies competition as experienced, international competitors 
enter domestic markets. International marketing demands the 
development of an international or even global mindset within a 
company. As market orientation has been developed, tested and 
researched in Western, First World countries (Chapter 2), this 
chapter will look at international marketing issues within the 
following context. 
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In Figure 3.1, the top and left-hand circles represent the theory 
regarding international marketing and market orientation as 
discussed in Chapter 2. These circles combined with the right hand 
circle represent issues and challenges facing South African 
companies already active in international markets or planning to 
enter such markets. These issues and challenges are discussed in 
this chapter, leading towards the methodology for measuring the 
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international market orientation of South African companies and the 
improvement of their international business performance (Chapter 4) 
as represented by the centre segment of the three circles. 
The evolution to international marketing that most South African 
companies progress through was discussed in Chapter 2. In this 
chapter the focus will not be on the various elements constituting the 
academic subject `international marketing' but only on those issues 
relevant to this thesis. International marketing, within the context of 
this study, deals with certain aspects of the international business 
environment, which comprises the international economy, political, 
legal and socio-cultural concerns (Worthington & Britton 1997). 
Within this international marketing environment, a South African 
company has to orientate and position itself, given international 
competitors competing for the same customers within selected 
international target markets. 
International marketing within the South African context is defined in 
Section 3.4.2. Any measurement or assessment (including the 
measure of international market orientation) has to bear in mind the 
macro-environment within which it operates. The South African 
macro-environment has its own particular characteristics, notable 
among those are attitudes regarding globalisation and the skills 
available within the economy given years of international isolation 
due to apartheid. This chapter examines these issues since there will 
be little point in seeking to develop an instrument to measure the 
international market orientation of South African companies if there 
were more considerable barriers to its successful adoption. 
Furthermore, the South African macro-environment might 
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necessitate a particular design and formulation of the measuring 
instrument should, for example, globalisation not be acceptable to 
South African companies. These particular issues need to be 
addressed in the questionnaire (Appendix 1). 
3.2 GLOBALISATION AND THE THIRD WORLD 
Having investigated an international and global mindset in 
Section 2.4, where does the Third World or developing countries and, 
therefore, South Africa, fit in? Srinivas (1995: 26) has stated: 
"Transnational business has increased by leaps and bounds 
and global competition and globalised business is now the new 
order ... But, managers in the Third World have not recognised 
the significance of this changed world order and on the whole 
have not been seeking to capitalise on the new possibilities". 
To this, Versi (1999: 7) adds: 
"Africa is still at least a century behind the developed countries 
of the world". 
What Srinivas (1995: 26) actually might mean in the quotation, is that 
the Third World does not fit well into the global order. Is seems as if 
the majority of the developing countries are left behind and find 
themselves on the periphery of world development (De Villiers 1999; 
Victor 1997). Burdened by debt, unemployment, population 
explosions, in desperate need of the basic living facilities such as 
clean water, housing, electricity and basic education skills (reading 
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and writing), primary healthcare, plagued by poverty, war and crime, 
with the lack of sophisticated supporting superstructure - they are 
simply overlooked by international companies requiring sophisticated 
skills and infrastructure. 
Businesses in the Third World must survive against experienced 
foreign competitors entering their secure and safe territory - their 
local territory. Managers with a domestic mindset and ethnocentric 
managerial perspective (Section 2.4.2) are now faced with situations 
that force them to pursue new strategies and tactics to survive 
(Shushan 1999; Holden 1995). Siddiqi (2000: 12) and Egan (1995) 
argue that free trade and capitalism do not necessarily benefit the 
developing countries, which are in desperate need for growth. Free 
trade surely benefits the rich countries and big businesses (Blumberg 
1995). They, as critics of the WTO (World Trade Organisation), 
maintain that globalisation contributes to the exploitation of the 
untapped natural resources of developing countries. Local business 
cannot survive against the monopolistic powers of multinationals. 
Global capitalism seems to cheat the Third World citizens, as the 
global system is neither fair nor fully liberal to the developing 
countries. 
As for Africa, Versi & Nevin (2000: 9) and Guy (1995) urge African 
countries to industrialise or to die in poverty. African countries must 
stop being the mere supplier of raw materials to the rich countries 
and start developing an industrial mindset. He warns that raw 
commodities are, in value terms, at the bottom of the chain that 
forms the price structure of products. The suppliers of the raw 
materials have very little, if any, control over the price fluctuations of 
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their materials. An example of this in South Africa is what happened 
in the gold mining industry when work opportunities disappeared 
through lay-offs when the gold price tumbled to its present level. 
African countries must accept that the cycle of poverty can only be 
broken if the suppliers of raw materials can produce products 
manufactured from these raw materials to the world market. They 
must be able to add manufacturing value themselves to their raw 
products. 
The observations of the aforementioned authors (Bhushan; 1999; 
Blumberg 1995; De Villiers 1999; Egan 1995; Guy 1995; Siddiqi 
2000; Srinivas 1995; Versi 1999) and others (Acott 1994: 28; Grobler 
& Coetzee 1995; Monitor Company 1995; Sake Rapport 1995: 1; Versi 
1995) regarding globalisation and the Third World, including South 
Africa, are evaluated in the next section where the global 
competitiveness and ranking of the South African economy is 
analysed. 
3.3 GLOBAL COMPETITIVENESS 
The Global Competitiveness Report (World Economic Forum 1996) 
defines competitiveness as "the ability of a national economy to 
achieve sustained high rates of economic growth" on the basis of 
suitable policies, institutions and other economic characteristics. The 
Global Competitiveness Report compares national economies in terms 
of their prospects for medium term economic growth and their 
capacity to achieve rapid economic growth. The report bases the 
overall competitiveness index on eight factors, namely: domestic 
economic strength including institutions, commerce and industry, 
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internationalisation or the openness of the economy, government, 
finance available, infrastructure, science and technology, 
management and labour. 
The discussion begins with the overall competitiveness index first and 
then proceeds to the eight factors comprising the index. 
3.3.1 COMPETITIVENESS INDEX 
According to the Global Competitiveness Report (World Economic 
Forum 1996: 18-19), South Africa ranks 42nd out of 48 countries on 
the overall competitiveness index as outlined in Table 3.1. 
TABLE 3.1: OVERALL COMPETITIVENESS 
FACTOR 
sP, 
RANKING OF" COUNTRIES 
Overall competitiveness 1. United States of America 
2. Singapore 
3. Hong Kong 
4. Japan 
41. Jordan 




0ource: woria r. conomic rorum 199b. 
Table 3.1 indicates that the United States of America was the world 
leader in overall competitiveness, previously occupied by Japan for 
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nine consecutive years. Singapore ranks number two for the second 
consecutive year. 
Another indicator of South Africa's poor global competitiveness 
performance is the Morgan Stanley analysis conducted for the World 
Economic Survey of 1997, determining which companies world wide 
have a sustainable advantage. Of the 238 companies surveyed, only 
the largest South African company made the listing, namely South 
African Breweries (Butcher 1999: 16). It would seem that there is a 
shortage of globally competitive companies based in South Africa, 
which might help to explain the poor ranking South Africa receives on 
the Global Competitiveness Report (World Economic Forum 1996). 
3.3.2 COMPETITIVENESS FACTORS 
The Global Competitiveness Report (World Economic Forum 1996) 
bases the overall competitiveness index as discussed in the previous 
section on eight factors as outlined in Table 3.2. A country's ranking 
on each of the eight factors is used in determining the overall 
competitiveness ranking. 
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TABLE 3.2: RANKING BASED ON COMPETITIVENESS FACTORS 
FACTORS 'RANKING . OFtCOUNTRIES 
. Domestic Economic Strength 1. United States of America 
2. Singapore 
42. South Africa 
48. Russia 
Internationalisation 1. United States of America 
2. Singapore 
43. South Africa 
48. Russia 
Government 1. Singapore 
2. Hong Kong 
38. South Africa 
48. Russia 
Finance 1. Singapore 
2. United States of America 
20. South Africa 
48. Russia 
Infrastructure 1. Norway 
2. United States of America 
19. South Africa 
48. Russia 
Management 1. United States of America 
2. Sweden 
35. South Africa 
48. Russia 
Science and Technology 1. United States of America 
2. Japan 
28. South Africa 
48. Russia 
People 1. Singapore 
2. Denmark 
47. India 
48. South Africa 
bource: woria r; conomic r-orum 1996. 
Each country's position is reported in the Global Competitiveness 
Report (World Economic Forum 1996). In Table 3.2 only the first two 
positions, last position and South Africa's position have been 
extracted. South Africa ranked poorly starting with 42nd in domestic 
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economic strength. Most important for global competitiveness, South 
Africa ranked 43rd in internationalisation, 38th in government and 
35th in management. These are important observations, as some of 
these issues, such as management competence, needed to be 
included in the questionnaire (Appendix 1). The relative high scores 
on finance (20th), as well as infrastructure (19th) and technology 
(28th), are encouraging. The scores are indicative of sophisticated 
financial institutions and services available to South African 
companies operating in, or planning to operate in international 
markets. Similarly, the availability of good infrastructure and 
technology could assist South African companies to improve their 
exposure and performance in international markets. 
Moving from the overall competitiveness index (Table 3.1) to the 
categories underpinning the index (Table 3.2), some of the sub- 
categories are assessed (Table 3.3). 
3.3.3 COMPETITIVENESS SUB-CATEGORIES 
For South African companies already active or planning to enter 
international markets, the following ranking in the most relevant 
sub-categories of the eight main categories (Table 3.2) are important, 
as summarised in Table 3.3, listing only South Africa's as well as the 
first and last position. 
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TABLE 3.3: DETAILED COUNTRY COMPETITIVENESS RANKING 
FACTOR"SUB=CATEGORIES ' ................. RANKING 'OF.. "COUNTRIES 
Sophistication of Financial 1. Hong Kong 
Markets 8. South Africa 
48. Hungary 
Road Infrastructure 1. Singapore 
16. South Africa 
48. Russia 
Central Bank Policies 1. Denmark 
12. South Africa 
48. Russia 
Air Transport 1. Singapore 
16. South Africa 
48. Russia 
Telecommunications 1. Singapore 
19. South Africa 
48. Czech Republic 
Productivity 1. Switzerland 
29. South Africa 
48. China 
Security (property) 1. Singapore 
43. South Africa 
48. Russia 
Industrial Relations 1. Sweden 
47. South Africa 
48. Russia 
Brain Drain 1. United States of America 
47. South Africa 
48. Russia 
Availability of Skilled labour 1. Iceland 
47. Malaysia 
48. South Africa 
Worker motivation 1. Japan 
47. Russia 
48. South Africa 
Source: World Economic Forum 1996. 
South Africa achieved average to good rankings on the sophistication 
of financial markets (8th), road infrastructure (16th), central bank policy 
(12th), air transport (16th) and telecommunications (19th). However, 
A MEASURE OF INTERNATIONAL MARKET ORIENTATION page 62 
CHAPTER 3 
INTERNATIONAL MARKETING - SA OPPORTUNITY FOR GROWTH? 
from an operational and strategic view, the most disconcerting sub- 
category is the relative low ranking of productivity at 29th. Most 
discouraging from a foreign investor and global competitiveness point 
of view are property security (43rd), industrial relations (47th), brain 
drain (47th), the availability of skilled labour (48th) and worker 
motivation (48th). 
Given the relative poor ranking of South Africa in terms of global 
competitiveness, achieving competitive advantage is addressed in the 
next section. 
3.3.4 GLOBAL COMPETITIVE ADVANTAGE 
Before the establishment of the World Economic Forum, defining 
global competitiveness was elusive, partly because of the many levels 
from which it can be approached, ranging from individual company to 
national level. Porter stated in 1985, that there is neither a 
persuasive theory to explain national competitiveness, nor any 
accepted definition of the term `competitiveness'. A year later he 
stated that productivity is the only meaningful concept of 
competitiveness at the national level (Porter 1986). Porter (1986) 
views the concept of competitiveness at the national level as 
significantly influenced by government. A sustainable global 
competitive advantage is an advantage a company or nation has over 
the long term, enabling them to be more successful than competitors 
in the global market. Ali (1991 & 1993) and Ali & Masters (1988) 
agree with Porter's view of competitiveness in terms of productivity. 
They state that the company, industry or nation with the highest 
productivity is the most competitive. 
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Competitiveness, therefore, is often defined in terms of a nation, 
industry or individual company. Added to the marketing concept and 
market orientation as discussed in Section 2.2, competitiveness could 
be defined as the ability of an individual company, industry or nation, 
given free and fair market conditions, to produce goods and services 
that meet the needs of international markets better than competitors 
and thereby, ultimately, increasing the income of its own citizens 
(The Economist 1997; Tomkin & Alfred 1995). 
South Africa has, for example, an absolute advantage (Adam Smith) 
and comparative advantage (David Ricardo) in its abundance of 
natural resources, specifically gold, land, temperate climate and 
game reserves. Other countries might have low cost or highly skilled 
labour, superior infrastructure or close proximity to large consumer 
markets. Each combination of variables provides a nation with an 
advantage over competitors in the global market place 
(Liebenberg 1993; Nelson 1999; Neuland 1995; Nevin 1999). 
If South African companies could combine the possible absolute and 
comparative advantages South Africa as a country offers (say, natural 
resources) with the sustainable competitive advantage (cost 
leadership or differentiation), they could improve their international 
business performance and global competitiveness and 
simultaneously improve South Africa's global competitiveness as a 
country. 
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3.4 CONSOLIDATION: SOUTH AFRICA'S CHOICE. 
This research is not only an examination of figures and statistics. It is 
an endeavour to examine how people with diverse cultural heritages 
are coping with a leap into the global arena. The question is how a 
measuring instrument can enable companies - and all stakeholders - 
to develop strategies to enjoy the manifold benefits of featuring on the 
world stage. 
Often a pessimistically dark picture is drawn of the Third World, and 
especially Africa (Afro-pessimism), which is regarded as lagging far 
behind the West. With Nevin (2000: 8) the question could justly be 
asked: Where does South Africa stand in the globalisation process? 
South Africa is trying to wear two hats: 
1) It is steaming full speed ahead into globalisation with many South 
African companies already engaged in international markets, as 
Part 2 of this thesis confirms. This study aims to assist this group 
to become more internationalised and more able, capable and 
successful in the international arena as a benchmark and example 
for new entrants (Lloyd 1996). 
2) But unfortunately, South Africa also shares the anti-globalisation 
sentiment with some of its African and Third World brothers and 
sisters. 
Veseley (2000: 11) urges the under-performing Africa to shed its 
protectionist mindset and suspicion of multinationals and neo- 
colonialism to embrace the benefits of the globalised economy. Africa 
must beware of being left behind in the new millennium. 
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Globalisation is a fact of life and is definitely not another form of 
colonialisation. 
On the South African International Dialogue Forum (Nevin 2000: 8) 
Uganda's President referred to globalisation as a new form of 
oppression. Zimbabwe's president Robert Mugabe warned that Africa 
does not have the capacity to enter the global village due to the fact 
that Africa still battles to provide the basic necessities e. g. transport, 
roads, primary health care, etc. Hernando de Soto (in Nevin 2000: 8) 
joins the choir by claiming that the poor nations will be locked out of 
globalisation because they do not have the capital to unlock the 
capital that already exists. Africa will only become a real player in the 
global village when it can free itself of self limiting perceptions and 
mobilise the capital at its disposal (Katz 2000; Ohmae 1990; 
Okoroafo 8s Torkornoo 1995). Keeping and providing raw material to 
rich countries is no option to overcome poverty. Removing perceived 
white "foreigners" and "colonial settlers" by nationalising farms as 
experienced by some farmers in Zimbabwe, will not inspire foreign 
investors and tourism. 
And South Africa? 
The African National Congress (ANC), the ruling political party in 
South Africa, explained its point of view in relationship to South 
Africa's options when responding to globalisation. The ANC accepts 
globalisation as a complex process that cannot be ignored or avoided. 
Although the ANC decided proactively to encourage globalisation, the 
assumption is that globalisation presents both opportunities and 
threats as outlined in Table 3.4. 
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TABLE 3.4: OPPORTUNITIES AND THREATS 
OPPORTUNITIES THREATS 
World trade is expanding more Increased competitive pressure 
rapidly than GDP as protective tariffs and 
regulatory barriers are removed 
or lowered 
International capital flows Domestic markets will face 
increased increased competition from 
potential imports 
Globalisation brings with it an IT Globalisation increases 
and communications revolution competitive pressures in both 
export and domestic markets 
South Africa can increase export The inherited productive 
and diversify exports to reduce economy and the manufacturing 
dependency on primary products sector are relatively 
uncompetitive 
Technological advances can raise Isolation and import substitution 
output and increase income left the manufacturing sector 
vulnerable 
Foreign investment can be 
increased 
The RDP and GEAR policies are in 
place 
South Africa can build on 
developing a proactive response 
South Africa has significant 
natural resources, and is relatively 
developed in relation to its 
neighbours 
It has a human resource potential 
and is undergoing a political 
transition 
source: navies LUU 1 
The Congress of South African Trade Unions (COSATU), however, 
protests against Government's policy to lower protective tariffs to 
increase globalisation (Mittner 1999: 43). With 500 000 job losses 
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since 1994, COSATU (one of the largest trade unions) fears that the 
policy of reducing tariffs will lead to more job losses. 
In a brief article The Economist (2000: 81) reported that although Mr. 
Mbeki (President of South Africa) is stoutly resisting the unions as 
well as the "Africanists" within the ANC, it is hard for Government to 
follow market oriented free market policies. The labour unions 
demand higher trade barriers and massive public spending, while the 
Africanists demand stronger racial laws favouring blacks 
(Palmer 1997). 
In his remarks at the World Economic Forum in Davos on 
28 January 2001 President Mbeki addresses the Southern country's 
backlash against globalisation. Globalisation is seen as "an evolving 
and ongoing historical process ... of the integration of national 
systems of production and finance ... driven by policies of liberation 
in trade and finance" (Mbeki 2001). The impact of globalisation is 
regarded as being extremely uneven within and between nations. It is 
expected that inequalities within countries will rise and that there 
will be a shift in labour demand. Polarisation across countries will 
increase as knowledge and expertise of strong competitors will be 
used to gain competitive advantage against the weaker competitors, 
which will lead to the vulnerability of the macroeconomy of the 
developing countries. These factors will contribute to lower growth 
and lower employment rates. The gap between developing and 
developed countries will, therefore, widen as the strong countries will 
advance their own national interest to the detriment of the weak-in- 
trade nations. 
A MEASURE OF INTERNATIONAL MARKET ORIENTATION page 68 
CHAPTER 3 
INTERNATIONAL MARKETING - SA OPPORTUNITY FOR GROWTH? 
South Africa's choice is, therefore, not one of whether to engage in 
globalisation, but how to engage in it. President Mbeki is quoted by 
Africa News Service of 14 June 2000 as saying "the critical question 
of our time, on how humanity should respond to the irreversible 
process of globalisation while addressing the fundamental challenges 
that face the bulk of humanity ... These 
include poverty, under 
development, the growing North-South gap, racism and xenophobia, 
gender discrimination, ill health, violent conflicts and the threat to 
the environment" (Mbeki 2000). 
New economic programmes would have to address the substantial 
restructuring of the South African economy, focussing on export 
sectors; reduce inequality, and; promote black empowerment. This 
study surveys South African companies already substantially 
involved in international markets, which could contribute to these 
economic programmes. 
3.4.1 AFROCENTRICITY AND SOUTH AFRICAN BUSINESS 
It seems as if the apartheid years will continue to affect the South 
African economy. The backlash Afrocentric mindset of inclusivity, co- 
operativeness, non-competitiveness and an unwillingness to 
discipline fellow comrades, could cause problems and complications 
for South African companies wishing to compete in the highly 
competitive capitalistic, free market international marketing 
environment. Afrocentricity means Africans putting Africa at the 
centre of their existence (Beck & Linscott 1993; Estienne 1997; Mbigi 
& Maree 1995; Myburg 1997). Accordingly, Afrocentricity is Africans 
anchoring themselves in their continent, its history, traditions and 
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cultures (Khapoya 1994). The Afrocentric value system exemplifies 
the African collective will. The practical implications of Afrocentricity 
entail authentic Africa-based behaviour in the socio-cultural, political 
and economic arenas and, most relevant for this study, also in the 
business and marketing arenas, seeking "African solutions for 
Africa's problems". 
Afrocentricity means being a good community member, living and 
enjoying life, rather than acquiring individual material wealth. It is 
essentially about accepting one's destiny rather than having an 
obsession to control it. A sense of belonging, pride, dignity and 
acceptance by peers, colleagues and the community, are important 
attributes associated with this concept. Group recognition and 
accountability are considered more important than individual 
success and material possessions (Hyden 1983; Khoza 1994; 
Koopman 1993; Kunio 1986; Templer, Beaty &, Hofineyr 1992). The 
cardinal belief underlying Afrocentricity, is encapsulated within the 
concept of `Ubuntu' (Mbigi 1993; Mbigi & Maree 1995; Mittner 
1995: 10-11). In the most fundamental sense, `Ubuntu' stands for 
togetherness, fraternity and morality. It places great importance on 
working for the common good. The essence of Ubuntu is manifest in 
the Xhosa statement: "Umuntu Ngumintu Ngabantu". Translated 
literally this means: "A person is a person through other human 
beings" or "I am because you are, you are because we are". Ubuntu is 
a concept that describes supportiveness, co-operation and solidarity. 
It is based on the communal nature of African society. Ubuntu is a 
metaphor that describes the significance of group solidarity on 
matters of survival. It is central to the survival of African 
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communities through brotherly group care and not solely on the 
basis of individual self-reliance. 
The Africa Competitiveness Report published in 1998 (World 
Economic Forum 1998) ranks South Africa 7th out of 23 African 
countries in terms of the African competitiveness index. South Africa 
was ranked 20th in terms of two factors comprising the African 
competitiveness index, namely optimism and gross domestic product 
growth. Although South Africa may be viewed as competitive 
compared to other African countries, this does not mean that it is 
globally competitive as was evident in Section 3.3. The low scores for 
optimism and gross domestic product growth are also disconcerting. 
The African Competitiveness Report is not discussed in more detail, 
as this study is more concerned with international markets outside 
Africa and Southern Africa as defined in Section 3.4.2 hereafter. 
Clearly, however, there is a difficulty in that Afrocentricity is an 
important element of business in South Africa, given the African 
majority and the deep-rooted nature of Afrocentricity. Alongside that 
must be understood the nature of the international marketing 
environment in which South African companies have to compete and 
succeed (Dong-Jin 8y Sirgy 1999; Leonard 1991; Mbigi 1993; 
Robinson 1998; Rogerson 1998). Therefore, the Afrocentric mindset 
has to be recognised within the traditional capitalist business model 
of the international market (Coates 1992; Campbell 1994; Goshi 
1993; Kawada 1990; Kunio 1986; Maisela 1993). The international 
business community is based on capitalist, free market principles 
and is highly competitive. The reality, therefore, is that it is unlikely 
that large, international market oriented South African companies 
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are going to embrace Afrocentricity as a business culture. However, 
given the prevalence (and preference? ) of an Afrocentric mindset, 
albeit not necessarily in the South African companies surveyed, this 
factor is addressed in the generation of scale items in Section 5.2. 
3.4.2 INTERNATIONAL MARKETING IN THE SOUTH AFRICAN 
CONTEXT 
It might seem unnecessary to have to define a basic concept such as 
international marketing, but the peculiarities of the South African 
situation means that a separate definition is required. This is due to 
the dominant position of South Africa within the SADC (Southern 
African Development Community). Customer markets in countries 
such as Botswana, Mozambique, Namibia and Zimbabwe - being 
SADC member countries - can be considered in many ways as local 
or domestic rather than international markets. This is because of the 
reliance of these countries on South Africa, even during the apartheid 
years, for many essential products. A country, such as Botswana, is 
landlocked and due to a small economy, does not necessarily attract 
foreign products and services. Captured buyers have no choice but to 
buy from South African companies, even during apartheid. This is 
mostly due to their small economies, close proximity to South Africa 
and low or no international credit rating like Zimbabwe. They are 
dependent on South African companies and the South African 
government for some products and some are paid for by barter, often 
raw materials for manufactured goods. SADC trading is, therefore, 
not viewed as international marketing (Ronkainen 1993; 
Suzman 1995). South African companies involved in international 
marketing can thus be defined as being actively involved in markets 
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other than the domestic SADC or Southern African market. This 
definition was used in identifying companies for inclusion in the 
quantitative and qualitative research as discussed in Chapter 5, 
Methodology. 
Identifying South African companies that are deemed to be 
`successful' in international marketing is quite a perplexing task. 
Success could be defined in terms of international market share, 
profitability of international markets, number of international outlets, 
customer satisfaction ratings, and other measures. The problem this 
researcher was faced with is that the information is not readily 
available. To overcome this, in this study, the focus is on South 
African companies `substantially' involved in international markets 
and having a major impact on the South African economy as outlined 
in Section 4.6 and Appendix 5. Analysing a selection of these 
companies in combination with the international marketing literature 
would enable the teasing out of the characteristics and approach to 
marketing of South African companies deemed to be substantially 
involved in international marketing. 
Some South African companies contribute significantly to the South 
African economy and through their involvement in international 
business generate much needed foreign exchange earnings. For non- 
South African readers, valuable publications with searchable 
electronic archives include the Financial Mail (www. fm. co. za), the 
Business Times (www. stimes. co. za) and the Business Day 
(www. bday. co. za), which provide valuable background information. 
As the researcher is actively involved in the South African market 
(Section 4.3), these companies are well known. It was, however, not 
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possible to identify one or more unique factors, marketing activities 
or approaches that made these companies more successful in 
international marketing than other companies. It became clear that 
South African companies substantially involved in international 
marketing focus on the usual aspects of marketing, such as the 4Ps, 
whereas other less successful companies might have been ignoring 
these traditional yet essential marketing basics. No peculiar features 
unique to South Africa were identified that made some companies 
more successful in international marketing than others. Hence, the 
largest companies listed in the JSE were included in this study as 
they are substantially involved in international marketing. Check 
questions were built into the questionnaire (Appendix 1) to exclude 
those companies that are not as explained in Chapter 4. As the 
companies might not all be well known to non South African readers, 
a few are briefly outlined below. 
" AECI is a leading supplier of chemicals and related products to 
key sectors of the economy locally and internationally. 
" Dimension Data was ranked 110th in 1997 and moved to 40th 
position in 1999 in terms of sales value by BFA-Net. The company 
is a leader in the design, supply and implementation of 
communication networks in South Africa (Little 1996; 
Ritson 2000). The company embarked on aggressive international 
expansion, acquiring Australia's third largest technology company 
for R1.1-billion. Dimension Data now has offices in 60 countries. 
" Impala Platinum is in the business of mining and marketing 
platinum group metals, nickel and copper. 
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" Irvin and Johnston Limited is in the business of food 
procurement, processing, marketing and distribution. The 
company also has subsidiaries in the Netherlands and Monaco. 
" Iscor operates five steelworks and manufactures a wide range of 
flat and long steel products for the South African and 
international markets. The company exports approximately 45% of 
its steel products to world markets. 
" Kersaf owns and provides management services for businesses in 
the leisure industry in Southern Africa and abroad. It focuses on 
gaming, casino resorts, hotels and the cinema business, including 
Sun International resorts and City Lodge hotels. 
" Sasol is active in coal mining, crude oil refining and fuel product 
marketing, synthetic fuel production, petrochemicals and 
petroleum exploration. Sasol produces more than 120 chemical 
products for the local and international markets (Layman 1994). 
" South African Breweries (SAB) is the world's fifth largest brewer, 
owning and operating 100 breweries in 24 countries and 
employing over 31 000 people. During the past five years, the 
volumes in SAB's international businesses have steadily 
increased, compounding at 28% a year. 
" Stocks and Stocks are engaged in construction - building, civil 
engineering and housing. 
" Toyota South Africa is an assembler, manufacturer and marketer 
of motor vehicles and motor vehicle parts and accessories. Toyota 
Motor Corporation Japan is a minority shareholder at 27.8%. 
A valuable Internet website is the Bureau for Financial Analysis 
Network at www. BFA-Net. com as it provides a hyperlink to most 
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South African company home pages. This eliminates a search for 
each and every company individually. 
It is possible to review the position of South African companies 
substantially involved in international markets by making use of a 
variant of the market audit technique depicted in Figure 3.2. The 
issues and considerations that are important for successful 
companies, regardless of the country, are presented in the diagram. 
In the case then of South African companies, certain key elements 
are paramount and will be highlighted in the discussion. An 
international market oriented company would typically have to apply 
or implement a marketing strategy consisting of the activities 
outlined below in the generic figure. The figure depicts the marketing 
process as obtained from marketing literature but also from 
analysing JSE listed South African companies already substantially 
involved in international markets. By focussing on the processes and 
techniques JSE listed companies apply or are required to apply in 
order to succeed in international markets, this could provide a 
benchmark for South African companies already involved in 
international markets, or planning to enter international markets. 
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Figure 3.2 indicates that companies that are successful in their 
international markets analyse the company's microenvironment or 
internal environment to identify strong and weak points. The internal 
environment (first square on the left), consists of all those groups 
managers must consider when developing international marketing 
plans (Bennett, Rigby 8& Ortlepp 1995; Cateora 1996; Jeannet & 
Hennessey 1998). International marketing plans must focus on 
satisfying the needs of identified international customers (middle 
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square) effectively and efficiently to achieve organisational objectives. 
Top management sets the philosophical framework of being oriented 
towards international markets through the company's mission, 
objectives, broad strategies and policies. Each functional area to 
which management and staff contributes, for example finance, would 
be concerned with the finding and application of funds to satisfy 
international customer needs. Purchasing ensures supplies and 
materials arrive on time for manufacturing to produce the desired 
quality and quantity of safe and attractive products. 
Moving to the central square in the figure, it contains individuals and 
groups of individuals (target market) to be persuaded with the 
marketing mix or 4Ps to support the organisation (Jobber 2001; 
Kotler 1997; Kotler 8v Armstrong 1996). This is where the orientation 
of managers towards their international markets are important, as 
they are required to identify opportunities to take advantage of and 
threats to minimise. International customers usually consist of 
consumer, industrial, reseller or government markets depending on 
the industry and sector in which the company operates. Following the 
marketing concept and being international market oriented, these are 
the customers whose needs must be identified and satisfied better 
than competitors to achieve the company's objective. Company 
objectives are often a variation on long-term profitability. 
Intermediaries include various middlemen and distribution firms as 
well as marketing service agencies and financial institutions. 
Suppliers are the domestic and international companies and persons 
that provide the resources needed by the company (and by 
competitors) to produce goods and services for the international 
customer. International competitors are usually considered to be 
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those companies serving the same international target market(s) with 
similar products and services. Publics consist of any group that 
perceives itself as having an interest in the behaviour and outcomes 
of the companies and can have positive as well as negative influences 
on achieving objectives. 
The opportunities and threats in the square on the right represent 
some of the macro-environmental country specific forces that are 
largely uncontrollable by individual international companies (Douglas 
& Craig 1995: 18; Jain 1996). These forces include the demographic 
or population characteristics of international markets such as the 
size, density, age and physical location of customers. The economic 
forces include income and spending pattern concerns as well as the 
general economic climate in the identified country. Natural resources 
and controls such as pollution restrictions, energy costs and raw 
materials have a direct influence on the international company based 
in a foreign country, less so if the involvement is merely exporting to 
said country. Technological changes and demands dictate a fast pace 
of change, providing unlimited opportunities but often at high 
research and development (R&D) cost. Political and legal regulations 
by foreign governments impact directly on international companies 
operating under their jurisdiction. 
Laws sometimes seek to protect society as a whole from unlawful 
practices that endanger the global community. An example of 
enforcing international law, which varies in intensity, would be the 
international isolation of South Africa during its policy of apartheid. 
The isolation had a direct influence on South African companies as 
well as on their international markets as indicated by the arrows 
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flowing out from the square on the right in the figure. The cultural 
values of international customers need to be addressed when 
determining strategy to satisfy their needs, since culture affects 
purchase decisions. For example, some cultural values would 
preclude the eating of certain products. 
South African companies re-entering international markets or 
wishing to enter international markets for the first time, have a 
number of choices in deciding how to react to environmental 
changes. 
" Inactivity, resulting from ignorance due to poor environmental 
scanning, leading to managers doing nothing. 
" Delay that stems from internal bureaucracy, short-sightedness, 
technological inadequacies to meet international customer 
requirements, or psychological retreat by inexperienced managers 
uncomfortable with the demands and uncertainties of 
international markets. 
" Withdrawal after an unsuccessful attempt to address the 
requirements of international marketing. 
" Gradual strategic repositioning involving a planned and 
continuous adaptation to the changing international market 
environment. 
" Radical strategic repositioning where the direction of the entire 
organisation is fundamentally changed. 
The process depicted in Figure 3.2 is often called a marketing audit, 
that is a systematic analysis of the organisation's marketing 
environment, objectives, strategies and activities which aims to 
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identify problem areas, good practice and potential opportunities. The 
internal audit focuses on areas under the management's control 
including operating results, marketing mix effectiveness, marketing 
structures and organisational systems. The external audit focuses on 
analysis of the international markets and the country 
macroenvironment. During a marketing audit, the focus is on the 
company's broad target market and macroenvironmental issues that 
may influence performance such as changes in customer demands, 
economic decline, social/cultural issues, technological changes, 
political/legal factors and ecological concerns. The marketing audit is 
a strategic tool which assists in evaluating the organisational 
environment by identifying strengths and weaknesses that are 
internal to the organisation and opportunities and threats (SWOT) 
facing the company. 
After a marketing audit including a SWOT-analysis, the marketing 
strategy needs to be determined. The marketing mix is a fundamental 
part of the marketing strategy used. The marketing mix is 
investigated as it is applied by South Africa based companies already 
substantially involved in international marketing (Appendix 5). The 
basic theory, components, processes and techniques of the 
international marketing strategy and mix (4Ps) is accepted as a given 
(Churchill & Peter 1995; Jain 1996; Jeannet & Hennessey 1998; 
Onkvisit & Shaw 1997). Only specific aspects will be highlighted in 
the discussion, based on the process depicted in Figure 2.2, while 
focussing on literature that enables the identification of scale items 
for inclusion in the questionnaire (Appendix 1). 
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South African based companies already involved in international 
marketing or wishing to enter international markets have a number 
of choices concerning their marketing mix. Most authors consulted 
mentioned the fundamental importance of the marketing mix in 
dealing with domestic markets (Brassington & Pettitt 2000; Jobber 
2001; Kotler 1997; Perreault & McCarthy 1996) and international 
markets (Cateora 1996; Jain 1996; Jeannet & Hennessey 1998; 
Madu 1999; McDonald 1995; Morris 1991). Companies could develop 
a unique marketing strategy for each domestic and each international 
target market or they could adapt their domestic strategy for each 
international market. Alternatively they could merely sell their 
domestic products abroad through exporting (Section 2.3.2). Based 
on the marketing concept of customer or market orientation 
discussed earlier, a company will increase its international business 
performance (international marketing success) by tailoring the 
marketing mix for each international market and by ensuring 
reliability. 
3.4.3 MARKETING MIX STRATEGY 
Discussing each element of the marketing mix, namely product, 
price, place, and promotion comprising advertising, publicity, sales 
promotion, and personal selling is deemed too basic for this study as 
it is already detailed extensively in the marketing literature 
referenced at the end of Chapter 6. The discussion will only focus on 
literature indicative of South African companies deemed to be 
substantially involved in international marketing and literature 
enabling the identification of scale items for inclusion in the 
questionnaire (Appendix 1). 
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International marketing strategies encompass the development of an 
international or even global mindset and global perspective (Chapter 
2), as well as the internationalisation of marketing operations and 
entry strategies. Formulating international marketing strategies 
requires timely, accurate and relevant information, for which 
international marketing research is essential. When a company 
designs its international marketing strategy, the company will 
formulate the marketing mix strategies namely product, price, place 
and promotion (4Ps) for its international markets and will manage 
(organise, control, plan) and support the international marketing 
effort throughout. The development of an international mindset was 
discussed in Chapter 2 as it is regarded as one of the most difficult 
barriers that South African businesspeople have to overcome. The so- 
called "laager" mentality, cultivated by apartheid and protectionism, 
must be changed to a global mindset for achieving international 
business success. Lacking the real essence of a global mindset (e. g. a 
global perspective, global analytical marketing skills and an 
understanding of global marketing opportunities), international 
marketing plans and strategies are doomed to failure. Similarly, 
therefore, the Afrocentric mindset and its impact on international 
market orientation were investigated (Section 3.4.1). 
A South African company involved in international marketing has to 
decide whether to launch their similar, standardised domestic 
product internationally or whether to adapt the product for the 
specific needs of their international markets (Jain 1996: 455-458; 
McCoy 1995). The strategy followed will depend on the resources of 
the company, the target market segment and the uniqueness of the 
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product. McDonalds, for example (Sunday Times 1997: 1), had to 
introduce vegetarian burgers into their Indian market while they 
could sell the same American range of products in their South 
African market. A company like Coca-Cola could sell the same 
product globally, only adapting packaging to reflect the local language 
and culture. Equally important are brand names. Most global 
companies tend to use the same brand name internationally, for 
instance Coca-Cola, Toyota, Kodak, Sony and McDonald's. Toyota 
South Africa exports its Corolla's to European markets but has to 
modify the exhaust system due to European pollution control 
requirements. 
South African companies, like other companies involved in 
international markets, often rely on advertising, that is, the placing of 
a paid for message in the mass media, be it television, radio or print. 
For a South African company involved in international marketing, 
utilising one of the larger international advertising agencies such as 
Young and Rubicam or Grey advertising, could be the route to follow 
(Keegan & Green 1997; Rossiter & Percy 1997). Both Young and 
Rubicam and Grey advertising are represented in South Africa. In 
their article, Global Ads say it with Pictures (Bourgery & Guimaraes 
1993), it is argued that marketers need to use visual imagery to 
transcend language and cultural barriers. Certain brands achieved 
true global marketer status by applying the right visual imagery, 
such as Cable News Network (CNN), MTV, Coca-Cola and Marlboro. 
Several international companies advertise on CNN providing contact 
telephone numbers in various countries and/or regions where 
customers can purchase consumer products by providing their credit 
card number. 
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The decision South African companies involved in international 
marketing must take is whether to use their domestic advertising 
message or to adapt it for international markets to include local 
preferences (Van der Merwe 1998). Using the same advertisements 
internationally, offer substantial cost savings, while advertising 
adapted for each country is far more expensive but would satisfy 
customer needs better. Companies also have to decide on media, with 
television often being the popular choice for consumer products. 
South African Breweries use the same advertisements in their 
international markets with acclaimed success, which translated into 
bottom line profits (Appendix 5). 
3.5 MARKET SEGMENTATION AND ENTRY STRATEGIES 
In terms of international marketing, segmenting is the process of 
dividing an international market into distinct groups who might 
require separate products or marketing mixes. All individuals have 
unique needs and wants but it is usually possible in consumer 
markets to identify relatively homogeneous segments of the total 
market according to shared preferences, attitudes or behaviours that 
distinguish them from the rest of the market. Each of these segments 
may require different products and/or separate marketing mixes. 
Targeting international markets is a process of evaluating each 
market segment's attractiveness and selecting one or more segment(s) 
to enter. In targeting international markets to serve, a company must 
consider its resources and objectives and how it wants to position 
itself. Market positioning means formulating a competitive position 
for a product and a detailed marketing mix to support the chosen 
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position. The product's position is defined by how consumers view it 
on important attributes. 
Various criteria for segmenting international markets exist (Cateora 
1996; Jain 1996; Jeannet & Hennessey 1998), including geographic 
segmentation where markets are divided into different geographic 
units based upon physical proximity. Demographic segmentation 
involves dividing the market into groups based upon variables such 
as sex, age, family size, family life cycle, income, education, 
occupation, religious affiliation or nationality. It is often possible to 
find similar segments in various foreign countries, for example 
teenagers listing to similar music and wearing similar clothes in the 
United States of America and United Kingdom. Various other 
segmentation criteria could be used, for example social class, life 
style and behaviour segmentation. Business markets can similarly be 
segmented by demographics, such as industry segmentation focusing 
on which industries buy the product. Also, company size, geographic 
location, segmentation by technology usage, user/nonuser status 
and customer capabilities may be used. 
South African companies wishing to enter international markets or 
expand their international operations, need to consider their 
international target markets carefully. Allocating scarce and limited 
resources to develop specific market segments means that there is an 
opportunity cost associated with international marketing. By 
allocating resources to one international market segment means that 
the funds are not spent on developing domestic and/or other 
international market segments. 
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Target marketing means that a company focuses all its marketing 
efforts on one or a number of unique market segments, allocating 
resources to the most lucrative segment(s). For a South African based 
company, the ideal would be to identify international market 
segments that are identical, or at least similar, to their South African 
market. This would mean that only slight, if any, modifications to the 
marketing mix would be required. Not all domestic and international 
customers have the same needs. It is, therefore, necessary to segment 
potential customers into homogeneous segments. Market 
segmentation is regarded as a key element in modern marketing 
(Dibb 8s Simkin 1996: 3). Market segmentation can be defined as the 
identification of groups of customers sharing common needs. From 
an international marketing point of view, market segmentation 
involves the selection of similar groups of potential customers 
internationally. 
According to Croft (1994: 43), Hassan & Katsanis (1991: 11-28) and 
Morris (1991: 247) there are prerequisites for effective international 
market segmentation. A detailed discussion regarding the 
segmentation of international markets is beyond the scope of this 
study, but it is sufficient to mention that South African companies, 
like any other international companies, need to pay attention to the 
following aspects (Cadogan, Diamantopoulos, & de Mortanges 1999; 
Cateora 1996; Jain 1996; Keegan & Green 1997; Knight 1999; 
Malhotra, Agarwal & Baalbaki 1998). 
" Projecting the appropriate company image in international 
markets and taking into account the influence of the country of 
origin. 
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" The responsiveness of the international market segment to 
marketing efforts. 
" The ability to sustain competitiveness within the chosen 
international market segment. 
After a company has decided on the market segmentation strategy it 
wishes to employ in its international operations, it needs to consider 
the strategy required for entering a new international market 
segment(s). 
Marketing managers wishing to enter international markets for the 
first time or expand existing international operations, have a variety 
of entry strategies to choose from (Douglas & Craig 1995: 154; Kim & 
Hwang 1992). A detailed discussion explaining the different 
international market entry options available is beyond the scope of 
this study. It is, however, worth mentioning that the international 
market entry strategy would depend on a company's financial 
resources, familiarity with international markets, estimated sales 
volume and management's attitude (orientation or mindset) regarding 
international business. Furthermore, South African companies 
already substantially involved in international markets, or expanding 
their international operations, utilise various entry strategies. The 
entry strategies include (Chetty 1999; Connell 1999; Gemunden, 
Ritter & Walter 1999; Graham 1999; Jain 1996; Jeannet 2000; 
Keegan & Green 1997; Kotler 1997) direct and indirect exporting, 
contractual and licensing arrangements, joint ventures, wholly owned 
subsidiaries and combinations of the aforementioned. 
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3.6 CONCLUSION 
South Africa and South African companies have been isolated from 
the knowledge, skills and development of the First World due to the 
40 year policy of apartheid and protectionism. After the introduction 
of a liberalised economy with openness and relative free trade 
following the democratic elections in 1994, South African companies 
suddenly found a number of skilled foreign businesses intruding in 
their domestic (SADC) markets (Section 3.4.2). South African 
companies found that they often have neither the knowledge, nor the 
skills to compete against these experienced and often financially 
strong foreign competitors. 
Compared with the world South Africa ranked 42nd out of 48 
countries (Section 3.3.1) on the overall competitiveness index and 7th 
out of 23 African countries in terms of the African competitiveness 
index (Section 3.4.1). As South African companies enter, or due to 
foreign competitors entering traditional SADC markets are forced 
into, international markets; marketing activities and market oriented 
behaviour become increasingly important for survival and prosperity. 
It was within this frame of reference that this study was undertaken. 
Once the decision to enter international markets has been made by a 
South African company, managers need to assess their orientation 
and commitment towards identified international target market(s) 
and must be able to assess whether they have a reasonable chance of 
succeeding in said markets. The attractiveness of international target 
markets need to be balanced with the South African company's 
capabilities, the competitiveness of the international marketing 
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environment, the costs of serving the identified international 
market(s) and their profit potential. 
Given that South Africa does not seem to be very globally competitive, 
it would, therefore, be useful to develop an instrument to measure 
the international market orientation among those South African 
companies who are already `successful' in international markets. 
Furthermore, it would be useful to explore possible links between 
being international market oriented and international marketing 
`success' in the forms of international sales volume, international 
sales being a substantial part of the business operation, annual 
earnings and turnover. 
The international market orientation measuring instrument (IMOMI) 
discussed in Part 2 of this thesis, should assist South African 
companies already active in international markets as well as provide 
a decision making benchmark for new entrants. It would be advisable 
for South African companies already involved in international 
markets and for potential new entrants to evaluate their orientation 
to international markets by using the IMOMI before actually 
venturing into international markets. It is foreseen that the IMOMI 
would identify strong and weak points within a South African 
company's ability to perform within the highly competitive 
international marketing environment. 
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4.1 INTRODUCTION 
Part 2 (Chapters 4 to 5) records the empirical development of an 
instrument for determining and analysing the international market 
orientation of South African companies. Following the literature 
review in Part 1, this chapter discusses the research question or 
literature gap leading to the research objective and hypotheses. 
In this study a combination of empirical research methods for 
obtaining primary research data was used, both qualitative and 
quantitative. The qualitative methods included personal interviews, 
two group discussions and a focus group discussion. The qualitative 
methods, in combination with the literature review, clarified the 
construct and were employed to generate, verify and refine scale 
items. The quantitative method involved a survey research method for 
data collection by means of a questionnaire, which was pre-tested 
before distribution to the identified respondents. The timeframe of the 
study is outlined in the section before conclusions are drawn at the 
end of the chapter. 
After the quantitative data had been captured and cleaned, a number 
of statistics, including reliability analysis and Factor Analysis, were 
used to refine the research data. A number of statistical methods for 
measuring the relationships between variables and how they interact 
with each other are considered, including correlation and regression 
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analyses. Validity and reliability testing are also investigated as these 
ensure the accuracy and applicability of the instrument. 
The research surveyed the 200 largest JSE (Johannesburg Stock 
Exchange) listed South African companies substantially involved in 
international marketing. As other South African companies could 
potentially benefit from their international experience, these 
companies were specifically targeted. It is argued that their 
experience could be utilised in the development of a measuring 
instrument to determine the level of international market orientation 
in other South African companies. The instrument could be used to 
determine strong and weak points within the international market 
orientation of South African companies already involved in 
international marketing or companies planning to enter international 
markets. 
4.2 RESEARCH QUESTION 
This management researcher, like all other researchers, had to 
confront the fact that research is not value free. Research that is 
deemed useful by one group may not be so for another. The 
management researcher has to come to terms with values and 
assumptions that influence research activity - from the questions 
posed to the conclusions drawn (Gould 1988: 23). Even the research 
area selected for a particular study is influenced by the researcher. 
Researchers are, therefore, subject to prejudices, values and beliefs, 
which they bring into the research process with them. Morgan (1983) 
refers to the researcher having a "frame of reference" or "mode of 
engagement" that determines what research is conducted and, 
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moreover, how such research is conducted. This is an unavoidable 
process. It is, however, crucial for the researcher to be cognisant of 
this fact from the outset, throughout the process of investigation and, 
crucially, when data is interpreted, conclusions drawn and 
recommendations made. 
The research area of international marketing and specifically the 
construct or philosophy of an international market orientation 
mindset within companies attracted the attention of this researcher 
during his employment at Isover Saint-Gobain, a French owned 
multinational fibreglass manufacturer and distributor of fibreglass 
products. The researcher was employed by the group as Business 
Manager and later as Group Research Manager. It became clear to 
the researcher that individuals within the group were driving 
international marketing. The conceptualisation and eventual formal 
study of international market orientation were, therefore, influenced 
by interaction with individuals involved in multinational industrial 
marketing, manufacturing and distribution. The construct of 
international market orientation was clarified after visits to various 
countries, including the Head Office of Isover in Paris, France. Market 
orientation and specifically international market orientation emerged 
as a key success factor within the Isover group. The concept of 
`international market orientation' was, however, not defined and their 
success was attributed to, amongst others, international customer 
focus, satisfying international customer needs or superior customer 
satisfaction and outperforming competitors. 
But does a gap exist between the research question and existing 
international marketing and market orientation literature? If yes, 
could meaningful hypothesis be formulated? 
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In Chapter 3 the most important studies that have been conducted in 
this field of research - international marketing and market 
orientation - were discussed. From the literature review, it is evident 
that a contribution could be made by defining the construct of 
international market orientation through identifying its relevant 
elements and incorporating them into a measuring instrument. Three 
existing market orientation measuring instruments were identified 
(Chapter 2; Appendix 3), but they focus on domestic market 
orientation. Furthermore, a comparison of the existing research 
designs in the field of domestic market orientation suggests that the 
researchers generated their constructs and questionnaires in the 
main from a review of the literature. This is acceptable in the 
hypothesis-testing tradition but weakens the research in terms of its 
validity (Easterby-Smith 8y Preston 1991). It was felt that this 
weakness could be overcome and the validity of the current research 
heightened by primary research data, including personal interviews, 
group discussions and a structured discussion or guided interview 
with a focus group. This is a departure from previous work in the 
field of market orientation but it was regarded as vitally important to 
ensure that the constructs generated from the literature review 
(secondary data) reflected a consensus with practitioners and 
academics in a South African context. 
4.3 QUALITATIVE RESEARCH 
A number of unstructured personal, telephonic and e-mail interviews 
or discussions, as well as two group discussions, were held with 
marketing practitioners as well as South African, UK and US 
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academics regarding international marketing and the concept of 
international market orientation. The interviews and group 
discussions were conducted to obtain opinions on international 
marketing, international market orientation and also to generate, 
clarify and verify scale items for inclusion in the questionnaire. 
4.3.1 PERSONAL INTERVIEWS 
In terms of methodology, the original personal discussions were 
exploratory, unstructured and on occasion opportunistic. Often, only 
when reflecting on the discussions afterwards did the value 
materialise. The researcher was in the fortunate position of 
presenting papers at two international conferences. The conferences 
provided the opportunity to debate the research with SA, UK and US 
academics and managers attending (Table 4.1). Some of the debates 
were continued via e-mail and telephone after the conferences as the 
need arose. 
Similarly, the researcher's employment as Group Research Manager 
by Isover Saint-Gobain provided access to Isover staff and customers. 
Discussions with production managers often revealed conflict 
between achieving economies of scale through long uniform 
production runs, in direct opposition to marketing managers 
demanding differentiated products at short lead-times to satisfy 
international customer needs. Discussions with country managers 
and distributors indicated different customer needs per geographical 
area or country, the most obvious difference being the demand for 
higher density and thicker ceiling insulation for colder climates 
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compared to milder or warm climates, where the focus is often on 
keeping heat out, not in. 
Based on the research questions arising from the initial discussions, 
and after the decision was taken to pursue a formal PhD research 
route, more formal and structured interviews were held with 
managers and later with academics. The interviews were structured 
using a discussion guide that set out to confirm eligibility. Depending 
on the individual, the nature of the conversation and whether a prior 
relationship between the individual and the researcher existed, the 
following topics were introduced. 
" Are you involved in any markets outside the SADC region? 
9 Do you sell products outside the SADC region? 
" How much of your company's income is generated from foreign 
markets? 
Once eligibility had been established, the following topics were 
introduced, again pending the nature of the discussion, a prior 
relationship or not and the apparent success or not in international 
markets. 
/ 
" What do you ascribe your success in international or foreign 
markets to? 
" How could you improve your international marketing 
performance? 
" How could you increase your income from international markets? 
" Which South African companies do you think are successful in 
international markets? 
" What makes those companies successful? 
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The interviews were concluded by determining views regarding 
international market orientation. 
" What do you understand is international market orientation? 
" What elements comprise international market orientation? 
The researcher was specific in differentiating between SADC and 
international markets throughout the interview (Chapter 3). The 
interviews were concluded by thanking the individuals for their time 
and allowing the opportunity for questions and comments, should 
they have wished to reflect on specific aspects. The researcher made 
a few notes during each interview. Immediately after each interview 
the researcher noted elements of international marketing and market 
orientation which could be included as possible scale items. These 
elements were deemed to encompass the construct of international 
market orientation. Some of the individuals were again approached 
later to assist in the pre-testing of the questionnaire (Appendix 8). 
They were deemed most knowledgeable on the subject of 
international market orientation and were, therefore, again 
approached during the pre-testing of the questionnaire. 
4.3.2 GROUP DISCUSSIONS 
While employed by De Montfort University from February 1996 and 
as Director of the South African Business School in Sandton, 
Johannesburg from June 1998, two groups of mature, postgraduate, 
post experience MBA students involved in international marketing 
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were invited to group discussions. The group discussions were 
conducted to assist the researcher in 
" exploring beliefs, feelings, ideas, attitudes and insights about 
international marketing, 
" exploring perceptions regarding international market orientation 
that might assist the research, and 
" identifying elements indicative of international market orientation 
for inclusion in the questionnaire. 
The discussion was confined to the topics of 
1) market orientation, 
2) international market orientation, and the 
3) characteristics of international market oriented companies. 
The participants were invited by open invitation and were not 
rewarded although refreshments were provided. The only restrictions 
were that their companies had to be involved in international markets 
and that they were willing to participate in the discussions. Their 
ideas were not discussed and were presented in a non-judgemental 
environment to allow free expression. All ideas were noted on a flip 
chart for later analysis and inclusion as scale items in the 
questionnaire. A total of 14 individuals participated in the first group 
discussion and another 19 in the second group discussion. The 
participants were not asked to disclose the companies they 
represented in order to allow a free expression of ideas without feeling 
that they might be compromising their employers, who also in some 
instances were sponsoring their studies. As the participants were all 
enrolled MBA students, the researcher had access to the employment 
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data and could verify that they were employed by companies involved 
in international marketing. The companies included a cross section of 
sectors and industries, for instance mining, automotive 
manufacturing, banking, telecommunications, international 
construction and exporting. The value of the contribution was evident 
as quite a number of scale items not identified from the literature 
review or formal interviews were added. Other scale items identified 
during the literature review were confirmed, for example international 
customer need identification and the importance of the Chief 
Executive or Managing Director driving international marketing. 
4.3.3 FOCUS GROUP 
The literature review, personal interviews and group discussions led 
to the identification and verification of a number of scale items for 
inclusion in the questionnaire. It was felt, however, that some items 
might have been overlooked, and a focus group discussion was 
conducted. The focus group consisted of invited senior marketing and 
advertising executives from a number of Gauteng (a province of South 
Africa) based companies, advertising agencies and market research 
firms. This type of individual was specifically invited as the 
researcher, based on previous experience, was of the opinion that 
their creativity would add another dimension to the research and the 
generation of scale items. The individuals were approached based on 
their 
a) willingness to express their own views, 
b) openness to the discussion of ideas, 
c) experience outside the normal range of debate, and 
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d) broader exposure to international markets and approaches to 
international marketing. 
Due to the success of the group discussions in identifying scale items 
related to the construct of international market orientation, the same 
discussion guide was used for the focus group discussion. 
The focus group discussion was audio taped and relevant comments 
transcribed verbatim. A selection of relevant verbatim comments is 
attached as Appendix 2 and the most pertinent observations are 
outlined in Chapter 5 as part of the data analysis and research 
findings. The objective of the verbatim comment analysis was to help 
in the further development of the questionnaire by identifying 
additional scale items and refining existing items. 
The additional scale items were identified and existing scale items 
refined by means of a content analysis (Crouch & Housden 1996: 196; 
Gauzente 1999). Content analysis entailed categorising, grouping and 
classifying responses, statements and comments into several topics 
or dimensions as outlined in Chapter 5. These were refined and 
formulated as scale items, which were compared with existing scale 
items and dimensions identified during the literature review, personal 
interviews and group discussions. Scale items that were not yet 
present in the questionnaire were added. 
Similar to the personal interviews and group discussions, the focus 
group provided qualitative input for the research process, clarified the 
scale items for inclusion and assisted in focusing the research 
(Remenyi, Williams, Money & Swartz 1998). 
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4.4 RESEARCH OBJECTIVE 
Unique challenges face Third World or developing countries and 
specifically (for this study) South African businesses entering the 
competitive international market after years of international isolation 
due to the policy of apartheid. The literature review and discussions 
with academics and managers, confirmed a perceived need by South 
African companies and South Africa as a country to be globally 
competitive. This need could possibly be addressed by South African 
companies focussing on their existing international markets and also 
new untapped international markets. The construct of international 
market orientation as discussed in Part 1 was, therefore, identified 
for investigation. Based on the challenge to compete internationally, 
and linked to the literature review and discussions around 
international marketing and market orientation, it was possible to 
formulate the following research objective. 
The objective of this study is to develop a research instrument that can 
be utilised to determine the international market orientation of a 
company. A further objective is to determine whether a correlation 
exists between international market orientation and international 
business performance. 
The terminology `instrument' is used throughout the thesis when 
referring to the derived and refined 21 scale item IMOMI (Appendix 4), 
as apposed to questionnaire. The researcher used a questionnaire 
(Appendix 1) to originate the refined instrument and prefers the 
A MEASURE OF INTERNATIONAL MARKET ORIENTATION page 102 
CHAPTER 4 METHODOLOGY 
terminology instrument as it conveys a different message to the 
respondents and eventual users of the refined instrument compared 
to questionnaire. After the fieldwork for obtaining quantitative data 
was completed, the researcher was of the opinion that respondents 
view questionnaire as being questioned and tested as it has a 
classroom connotation compared to an instrument. Instrument brings 
to mind measuring, scoring or grading compared to being questioned. 
Based on this researcher's experience, in further studies, the 
terminology instrument might assist in getting the attention of a 
respondent and improving the response rate compared to 
questionnaire. Although not significant, the derived instrument also 
lends itself to an abbreviation, namely IMOMI international market 
orientation measuring instrument, compared to questionnaire. 
Therefore, in this study a 96 scale item questionnaire (Appendix 1) 
has been used to derive the refined 21 scale item instrument 
(Appendix 4). 
4.5 HYPOTHESIS FORMULATION 
The aim of a hypothesis is to examine whether a particular 
proposition regarding a population is likely to be true or not. In this 
study the research hypothesis is formulated as an alternative 
hypothesis, where the null hypothesis is based on the assumption 
that the variables tested will have no effect on the construct 
examined. Therefore, the null hypothesis is formulated for testing and 
possible rejection in favour of accepting the alternative hypothesis or 
the condition that the research aims to verify (Leedy 1997: 267-269; 
Malhotra 1996: 509-515). Based on the research framework, the 
following research hypotheses were formulated. 
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H1 A small number of variables exist which accounts for the single 
construct of international market orientation. 
H2 The international market orientation construct comprises 
several dimensions or factors. 
H3 There is a relationship between international market 
orientation and international business performance. 
In general it is expected or hypothesised that it would be possible to 
refine the 96 scale item IMOMI through statistical manipulation of 
the data due to the expected underlying relationship between the 
scale items. It is further hypothesised that a meaningful, positive 
relationship exists between international market orientation and 
international business performance. The testing of the hypotheses is 
discussed in Chapter 5. 
4.6 QUANTITATIVE RESEARCH METHODOLOGY 
Figure 4.1 depicts the research methodology and research 
instruments used. For the purpose of this study, unless specifically 
stated otherwise, questionnaire refers to the 96 scale item instrument 
included as Appendix 1 and IMOMI or the refined instrument refers 
to the derived 21 scale item international market orientation 
measuring instrument included as Appendix 4. 
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FIGURE 4.1: RESEARCH METHODOLOGY 
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The research process commenced with a number of personal 
interviews and discussions with managers and academics as 
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considered in Section 4.3. Based on the interaction and a literature 
review on international marketing, market orientation, successful 
South African companies and global competitiveness, a number of 
researchable areas were identified. The review of marketing and 
business literature eliminated some areas as they were deemed to 
have been well researched. 
One area seemed most relevant for the South African economy, 
namely how to improve the performance of South African companies 
in international markets. This led the focus on economically 
significant South African based companies believed to be already 
substantially involved in international markets. A census frame was 
identified after discussions with the Director of the Bureau for 
Financial Analysis Network (BFA-Net), at the University of Pretoria. 
As it is a confidential database, personal access was not allowed. 
Criteria for inclusion in the census population were that it had to be: 
" The 200 largest (in terms of turnover) JSE listed companies 
operating in South Africa, and 
" involved in international marketing and international business, 
which meant at least 5% of their turnover must be derived from 
international markets. 
The census population was listed in terms of their 1997 sales value 
(Appendix 5). Company contact details were also provided as required 
for the distribution of the questionnaires. The questionnaire was to 
be completed by the marketing or international marketing manager 
or director identified within each company. The companies included 
in the census frame have the biggest influence on the South African 
economy, and were, therefore, targeted in this study. 
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The literature (Part 1) suggested the proposition that the successful 
implementation of the marketing concept and the development of a 
market orientation could improve the international business 
performance of South African companies and be a realistic research 
objective. The need for South African companies, and through them 
South Africa as a country, to be globally competitive was identified as 
an area where the study could contribute. If South Africa could 
become a globally competitive country, this could do much towards 
ensuring economic growth and employment opportunities for the 
South African population. 
A research objective, namely to develop an instrument for measuring 
the international market orientation of a company, and furthermore 
to investigate a possible relationship between international market 
orientation and international business performance could, therefore, 
be formulated (Section 4.4). 
Scale items were generated from an intensive literature research 
(Part 1), personal interviews and group discussions. Additional scale 
items were added and other scale items refined after the focus group 
discussion and after a pre-testing of the questionnaire (Appendix 7). 
All potential scale items for determining international market 
orientation were compiled into the questionnaire (Appendix 1), which 
was pretested and distributed to respondents (Section 4.6.2). 
Three scale items were specifically included to ensure that the 
respondent's company was indeed involved in international business 
and to determine the level of involvement. These items were also used 
to ensure that the company qualified for inclusion in the study. They 
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were later applied to determine the correlation between international 
market orientation and international business performance. 
The scale items are: 
9 Our company is successful in international marketing. 
" International business constitutes a substantial part of our 
operation. 
"I would estimate that international business constitutes 
approximately % of our company's annual earnings or 
turnover. (PLEASE WRITE NUMBER). 
A fourth optional scale item was included to determine the overall 
level of performance of the company. It was labelled `optional' as the 
pre-testing and some interviews indicated sensitivity around the scale 
item. 
"I would estimate our company's annual earnings or turnover 
at R 
(PLEASE WRITE NUMBER) 
Due to the high incidence of non-completion, the data obtained from 
the scale item was not included in the statistical analysis of the data. 
Obtaining performance data from companies proved quite 
problematic as the interviews and pretesting indicated a reluctance to 
divulge information. This is discussed in Section 4.7 where the 
methodological challenges and limitations are outlined. 
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4.6.1 SCALING TECHNIQUE 
METHODOLOGY 
The construct domain is the development of a measuring instrument 
to assess the level of international market orientation within a 
company. One of the most significant decisions that had to be taken 
into account was which scaling technique to use in the research. 
According to Malhotra (1996: 276) there are two types of scales, 
namely comparative scales and non-comparative scales. 
Due to the nature of the research, comparative scales, where two or 
more objects or stimuli are compared, was not deemed suitable as 
the study is concerned with the perceived level of international 
market orientation evident within selected companies. This left non- 
comparative scales for evaluation, which can be divided into 
continuous and itemised rating scales. The continuous or graphic 
rating scales were discarded due to the difficulty in scoring and 
coding. This left (by a process of elimination) only the three itemised 
rating scales, namely semantic differential, staple and Likert scales. 
The semantic differential scale was discarded as it is mostly used to 
measure brands and products and was found to be restrictive in 
formulating scale items due to the bipolar labels required. The staple 
scale was similarly found to be problematic when formulating scale 
items as well as confusing and difficult to apply. That left the widely 
used Likert scale where respondents indicate their level of agreement 
or disagreement with a number of stimulus objects or scale items. 
The reason, by process of elimination, for using a Likert scale is the 
ease of response as well as the fact that a value can be assigned to 
each scaling position. Average or mean scores can be calculated for 
A MEASURE OF INTERNATIONAL MARKET ORIENTATION page 109 
CHAPTER 4 METHODOLOGY 
each respondent's reply. This can be done for each scale and 
dimension, or in an overall summary. An odd point Likert scale (3,5, 
7,9,11) was required to permit a central point so statistics based on 
normality could be used in the data analysis (Chapter 5). It becomes 
a philosophical debate how many points to include on the scale, as 
the most commonly reported research seems to favour a five point 
. 
Likert scale. It might be that respondents find it difficult to 
differentiate between more than five points on a scale (Moutinho & 
Evans 1992: 41). Given the large number of items to be completed in 
the questionnaire (Appendix 1), suggesting a five point scale seemed 
advantageous (Wrenn 1997; Zinkhan & Pereira 1994) and appeared 
to be less intimidating during the pretesting. 
After investigating the various types of scales, a multi-dimensional, 
multi-item measuring instrument, where various scale items 
indicative of international market orientation could be included, was 
decided on. A multi-dimensional instrument could measure and 
determine the level of international market orientation of a company. 
International market orientation would then be the summed score of 
all scale items in each dimension of the refined instrument 
(Appendix 4). 
The questionnaire was specifically designed to be refined by excluding 
those scale items that did not correlate with the overall index of 
international market orientation. Two statistics, namely Cronbach's 
Alpha and Factor Analysis were used. These are discussed in more 
detail later in the chapter. 
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4.6.2 DATA COLLECTION 
The research focuses on South African companies that are 
contributing significantly to the South African economy and who are 
involved in international business. 
These South African based companies involved in international 
business, form the target population for the research. Dillon, Madden 
&, Firtle (1993: 215-221) define a population, universe or target 
population as a set of elements that contain the information in which 
the researcher is interested. These elements, for example companies, 
make up the target population. Each element or company consists of 
one or more respondent(s). In this study individual respondents, such 
as the marketing or international marketing manager or director, 
were identified within each company. The target population was: 
9 JSE listed companies operating in South Africa, and 
" involved in international marketing and international business. 
These are the companies which have the biggest influence on the 
South African economy, and are, therefore, included in this study. As 
various instruments exist for determining domestic market 
orientation (Gouws & Schreuder 1994; Kohli, Jaworski & Kumar 
1993; Narver 8s Slater 1990), this study focuses on international 
market orientation only. It excludes aspects such as foreign 
companies exporting to South Africa. It also excludes foreign 
companies located in South Africa and competing with local 
business. It furthermore excludes multi-national companies trading 
in South Africa. These aspects could be addressed in further studies. 
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This study focuses on the 200 largest (sales value) South African 
companies listed on the JSE. Being listed on the JSE signifies their 
commitment to the South African economy. Some of them, like 
Toyota, are multinational companies but are included as they are 
listed on the JSE and are within the largest 200 companies involved 
in international marketing. The majority shareholding in Toyota is 
South African, denoting a South African company. The annual 
turnover of the companies ranged from R232 million to R33 billion 
(Appendix 5) in 1997, the published financial year end reports used 
by the researcher to determine the target population. 
The company contact details were obtained from the Director of the 
Bureau for Financial Analysis Network (BFA-Net), at the University of 
Pretoria who also listed the companies in terms of their 1997 sales 
value into a Microsoft Excel worksheet. Three of the companies 
subsequently listed on the London Stock Exchange, namely South 
African Breweries, Old Mutual (insurance) and Dimension Data 
(telecommunications). The 200 companies approached are listed in 
Appendix 5. As the companies might not all be well known to non 
South African readers, a few were briefly outlined in Chapter 3, 
Section 3.5.2. 
As most of the company Head Offices are situated in Johannesburg 
or Pretoria (where the researcher was based), a modified "drop-off" or 
hand delivered survey method, as explained by Lovelock, Stiff, 
Cullwick and Kaufman (1976) was envisaged. The "drop-off" survey 
method entails the personal delivery and collection of the 
questionnaire to each company included. The questionnaires are later 
collected from each individual respondent by a contact person within 
the company. The method ensures a high response rate and, 
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therefore, minimises non-response error (Dillon, Madden & Firtle 
1993: 165). 
After the initial questionnaires were delivered to the receptionist at 
each company included in the census population in August 1998 
(Table 4.1), a regular pattern of reminders was implemented in the 
pursuit to obtain the maximum response from the survey. Reminders 
included a telephonic prompt one month after the questionnaire had 
been delivered and another a month later (November 1998). In 
addition to delivering the questionnaire to companies and collecting it 
later, the questionnaire was eventually also faxed to some 
respondents who after completion faxed it back. This method proved 
to be as effective as the drop-off survey method. It was, however, 
found that the faxing, like the dropped off questionnaires, also had to 
be combined with telephonic reminders. Dropping off and faxing 
questionnaires were deemed to be more personal, which might 
increase the response rate compared to using a postal survey. As the 
researcher experienced difficulty obtaining a response, the services of 
a market research company was eventually employed after four 
months which yielded better results, as discussed in Chapter S. 
4.6.3 DATA CAPTURE AND CLEANING 
As the scale items were numbered and respondents scored each scale 
item on a 5-point Likert scale, the data could be entered into a 
computer without much additional coding. Additional coding was 
required for the last two scale items that were included as part of the 
classification to determine the level of international business in which 
the company is involved. The scale items are: 
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"I would estimate that international business constitutes 
approximately % of our company's annual earnings or 
turnover. (PLEASE WRITE NUMBER). 
"I would estimate our company's annual earnings or turnover 
at R 
(PLEASE WRITE NUMBER) 
The first scale item was coded and recorded as part of the 13th 
performance dimension. All questionnaires where the respondents 
estimated that international business constitutes less than 5% of 
their company's annual earnings or turnover, were to be excluded 
from the final analysis. All questionnaires where the respondent 
indicated less than R100 million earnings or turnover would have 
been excluded from the data analysis, as it would be inconsistent 
with a top 200 company. 
Similarly, using a simple cross tabulation, all questionnaires where 
the respondent estimated that international business constituted a 
large percentage of the company's annual earnings or turnover, but 
indicated a low score on the last statement in the questionnaire 
(strongly disagree or disagree), were to be excluded from the final 
analysis. The last scale item is: 
98 International business constitutes a substantial part of our 
operation. 
After the two scale items were coded and the questionnaires checked 
for completion, data was captured using an Excel spreadsheet. 
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4.6.4 DATA DESCRIPTION AND ANALYSIS 
METHODOLOGY 
Data description and analysis are reported in Chapter 5. Data 
description involves reporting frequencies, percentages, averages and 
discernible statistical relationships within the data set. Various 
significance tests can be used to measure the difference or 
relationships between variables and indicate how they interact with 
each other. It can also indicate causal relationships (Crouch & 
Housden 1996: 235), which is of importance in this study as a causal 
relationship between international market orientation and 
international business performance is hypothesised. 
4.6.5 VALIDITY AND RELIABILITY 
In developing a rating scale for measuring the construct of 
international market orientation in selected South African companies, 
scale evaluation is foremost to ensure accuracy and applicability. 
This involves an assessment of validity and reliability, as depicted in 
Figure 4.2. 
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FIGURE 4.2: ACCURACY IN SCALES 
Not reliable, nor valid 
Highly reliable, but not valid 
." 
Highly reliable and valid 
Source: Dillon, Madden and Firtle 1993: 295 
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From the figure it can be seen that instruments can, to varying 
degrees, be either valid or reliable, or both. Validity is concerned with 
whether the instrument measures what it is suppose to measure, for 
example does the instrument include all relevant aspects of the 
construct or domain of international market orientation? High 
content and face validity using both secondary research data 
(literature study) and primary research data (personal interviews, 
group discussions and a focus group) ensured that all relevant 
aspects of international market orientation are accounted for in the 
questionnaire. 
Reliability means that events are reproducible, or the extent to which 
repeated measures would consistently yield the same results. For an 
instrument to be reliable, differences in repeat measures should not 
be caused by random error. Various approaches for ensuring 
accuracy in scales exist (Dane 1990; Leedy 1997; Malhotra 1996; 
Mouton & Marais 1988), for example, test-retest, split-half and 
Cronbach's Alpha for reliability testing. 
Due to time constraints and obtaining the co-operation of 
respondents, test-retesting was not acceptable for this study. Neither 
was the split-half technique as it is considered to be open to 
manipulation. Results depend on how the scale items are split and, 
given enough attempts, a favourable result could be reported. 
Through a process of elimination, Coefficient alpha, or Cronbach's 
Alpha, was used to ensure the internal statistical reliability of each 
item in relation to the scale. This was considered to be most 
applicable, as the IMOMI is a typical summated scale where the sum 
of several items forms a total score. Each item or variable measures 
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some aspect of the total scale of international market orientation. 
Each item should, therefore, be consistent (internal consistency) in 
what it indicates about the international market orientation scale. 
The advantage of using Cronbach's Alpha was that several scale 
items could be eliminated from the final analysis due to a low level of 
consistency with the rest of the scale. The coefficient varies from 
0 to 1, with a level above 0.6 indicating satisfactory internal 
consistency reliability. All scale items that significantly improve the 
coefficient once deleted, should be removed until a stable data set, at 
least above the 0.6 value, was established (Churchill 1992: 390 & 
542; Dillon, Madden &, Firtle 1993: 294; Malhotra 1996: 305). As the 
96 scale item questionnaire has limited practical application due to 
its length, and some scale items were less consistent with the 
construct of international market orientation, Cronbach's Alpha was 
used to reduce the 96 scale item (Chapter 5) to 21 scale items. 
Reliability is a necessary but insufficient condition for validity, as is 
evident in Figure 4.2. Most important for this study is construct 
validity. Construct validity is whether different methods of measuring 
focus or "converge" on the construct of international market 
orientation (Dillon, Madden & Firtle 1993: 295; Leedy 1997: 34). 
Similarly, it should be possible to differentiate the construct of 
international market orientation from other similar constructs, such 
as a domestic market orientation. Investigating construct validity 
involved identifying the dimensions comprising the international 
market orientation construct. These dimensions were identified by 
means of Factor Analysis which is discussed next. 
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4.6.6 FACTOR ANALYSIS 
According to Emory & Cooper (1995: 520) and Hair, Anderson, 
Tatham & Black (1992: 223), Factor Analysis determines whether 
there are any interdependent relationships amongst scale items 
(variables). These relationships group variables in factors or 
underlying dimensions that explain meaningful correlations between 
scale items. Malhotra (1996: 645) defines Factor Analysis as a 
procedure used for data reduction and summary examining the 
relationships between scale items and variables, and representing the 
relationship in terms of a few underlying factors. 
It is expected that the construct of international market orientation 
would consist of a number of underlying dimensions or factors. 
Factor Analysis was, therefore, deemed appropriate to analyse the 
research data presented in Chapter 5. The scale items were classified 
into the relevant dimensions of international market orientation 
using Principle Components Analysis as opposed to Common Factor 
Analysis. 
Principle Components Analysis identifies the minimum number of 
factors, which account for the maximum number of variations in the 
data (Malhotra 1996: 645-656). As the purpose of this study was to 
develop an instrument for implementation and application by 
business, it was decided to reduce the factors to as few as possible 
using Principle Components Analysis and not Common Factor 
Analysis. 
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Common Factor Analysis, where the factors are based on the 
common variance, was considered less satisfactory due to the fact 
that Cronbach's Alpha would already have indicated a common 
interest and consistency in the reduced number of scale items, 
indicating a single construct of international market orientation. 
Common Factor Analysis or Principle Axis Factoring is appropriate 
when only the common variance is of interest. 
Cross loading between some variables or scale items over more than 
one factor can be limited by rotating the factors. Rotating factors 
ensure that only some of the variables load significantly on each 
factor, with lesser cross loading of variables on more than one factor. 
Rotation achieves simplicity and enhances the interpretation of the 
research data. There are many types of rotation, with the main 
distinction being between Oblique and Orthogonal. An oblique factor 
rotation is where the axes are not maintained at right angles. 
Varimax is an orthogonal rotation, meaning that the axes are 
maintained at right angles. Varimax is the most commonly used 
factor rotation as it minimises the number of variables with high 
loadings on a factor, thereby enhancing the interpretability of the 
different factors. Varimax is the most widely used rotation in 
marketing analysis and was decided on for this study. The rotation of 
factors identified in the research data to minimise cross loading 
between variables is discussed in Chapter 5. 
4.6.7 CORRELATION AND REGRESSION ANALYSES 
According to McMillan (1996: 171), correlation studies examine 
whether the influence or effect of variations or differences in one 
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variable are related to variations or differences in another variable(s). 
When two single variables are perfectly correlated, the correlation 
coefficient will be +1.00 for a positive correlation or -1.00 for a 
negative correlation. Should the variables not be related at all, the 
correlation coefficient will approach zero. 
Correlation studies do not, however, indicate the causal effect of one 
variable on another variable, but merely that a relationship exists. As 
the second part of the research objective is to determine whether a 
relationship exists between international market orientation and 
international business performance, this study is also concerned with 
the association between variables, that is, whether the independent 
variable(s) explains a significant variation in the dependent 
variable(s). A regression analysis determines these possible 
associative relationships between an independent x-value and a 
dependent y-value. In bivariate regression analysis the relationship 
between one single metric-independent variable (x) and one 
dependent variable (y) is analysed. In multiple regression analysis, 
the relationship between two or more independent variables and a 
single dependent variable is determined. Both the independent and 
dependent variables need to be metric, that is, measurable at interval 
or ratio level (Malhotra 1996: 582-602). Using a five point Likert scale 
ensured that the research data complied with the requirement. 
Additional validation of a scale for measuring the international 
market orientedness of South African companies was identified 
during the literature review in Section 2.2.3. Narver 8v Slater (1990) 
included performance as one of the dimensions of being market 
oriented in their scale (MARKET ORIENTATION). The approach was 
inadequate and their subsequent scale excluded performance as a 
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dimension or factor of a company being market oriented. Similarly, 
the MARKOR scale of Kohli, Jaworski 8s Kumar (1993) excluded 
profitability. The literature review informed the consideration of 
profitability or broadly defined international business performance in 
international markets. The options are to 1) exclude performance 
altogether; 2) include performance as part of the scale of or being 
(international) market oriented; or 3) whether performance is an 
auxiliary measure needed to validate the measure of (international) 
market orientation. Based on the literature review, the decision was 
taken to include some measure of performance independent of the 
instrument or scale of international market orientation. Performance 
is used as additional validation by analysing the correlation between 
being international market oriented and achieving some measure of 
accomplishment in international markets (Chapters). 
In regression analysis it is useful to visually inspect the variables in a 
graph or scatter plot or diagram. Standard practice is to plot the 
dependent variable on the vertical y-axis and the independent 
variable, the variable thought to be responsible for the change in the 
dependent variable, on the horizontal x-axis (Curwin & Slater 
1996: 89). A visual inspection of the plot and inserting a regression 
line indicates a possible relationship between variables, as well as the 
nature of the relationship, should it exist. It also facilitates 
examination for violations of the assumptions underlying the 
regression model. 
The data analysis and research findings are discussed in Chapter 5, 
focusing on Cronbach's Alpha, Factor Analysis as well as correlation 
and regression analyses where the scatter diagrams are presented. 
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4.7 METHODOLOGICAL CHALLENGES AND LIMITATIONS 
In this section some methodological challenges experienced are 
outlined, as it could possibly assist other researchers interested in 
ongoing studies within the field of international marketing and 
market orientation. Some limitations are also noted. 
Firstly, based on this researcher's experience, the South African 
companies approached were not particularly interested in 
participating in the research project. Gauged from discussions with 
fellow academics this is a common problem faced by South African 
management researchers. A discussion with research academics in 
Leicester, UK and Boston, Massachusetts, US (Table 4.1) indicated 
that they share in this dilemma. One of the biggest obstacles was 
access to the Chief Executive or Managing Director of the companies 
included in the survey. With hindsight, the belief that each one of the 
200 companies approached would participate in the research was 
over ambitious and perhaps idealistic. The response rate of 54% 
(Chapter 5) was, however, deemed satisfactorily for an exploratory 
study like this. 
Secondly, in retrospect, although it might have led to resistance from 
respondents to return the questionnaire, the researcher should have 
included more scale items regarding international business 
performance, for example the profitability of international markets, 
market share, return on investment from international business 
ventures, etc. The possibility of non-return by asking too many 
sensitive questions was already experienced in that very few 
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respondents replied to the last scale item requesting performance 
information. 
91 would estimate our company's annual earnings or turnover 
at R 
(PLEASE WRITE NUMBER) 
The question was included to determine the overall level of 
performance of the company and to verify whether the company 
qualified for inclusion in the survey as explained in Section 4.6. 
Related to the quantity of performance data, is the quality of the 
performance data. The two subjective measures to determine 
international business performance, scale items 97 and 98, are less 
precise than the percentage of company turnover derived from 
international markets (Appendix 1, performance dimension). In 
reality, many researchers have to use similar measures, as actual 
data are often considered too sensitive and are kept confidential. The 
secrecy is actually quite peculiar as the annual turnover of JSE listed 
companies is public knowledge (Appendix 5). Due to time constraints 
exaggerated by the fact that financial data is not reported in uniform 
fashion in annual reports, the degree of international involvement of 
each of the 108 companies could not be verified. Furthermore, the 
annual financial reports of South African companies do not as a rule 
indicate the income received from international markets separately. 
There is also no standard format for reporting annual financial 
figures, which renders the drawing of meaningful comparisons near 
impossible. The lack of performance data limited the interpretability 
of the research data to some extent. The researcher was, therefore, 
reliant on the soft data obtained from the respondents as captured in 
the 13th performance dimension of the questionnaire. It is 
A MEASURE OF INTERNATIONAL MARKET ORIENTATION page 124 
CHAPTER 4 METHODOLOGY 
recommended that more scale items requesting performance data are 
included in further studies even though it might adversely influence 
the response rate. 
Thirdly, market orientation as a corporate mindset (Chapter 2) is not 
even prevalent in most UK companies. It is, therefore, unlikely to be 
the prevailing mindset within South African companies, especially 
after many years of international isolation. The question, therefore, 
begs to be asked, why the interest in developing an international 
market orientation measuring instrument? The partial answer is that 
a number of domestic market orientation measuring instruments 
already exist. It might have been prudent to investigate domestic 
market orientation first or at the same time and then explore links 
between domestic market orientation and international market 
orientation. Unfortunately, a joint investigation would have been 
particularly difficult since the same respondents would have had to 
complete the domestic (established) instrument and the 
questionnaire for this study. The task would likely have been seen as 
too demanding, given their reluctance with the questionnaire alone. It 
might also have led to confusion in their thinking, since there would 
be a degree of similarity in many of the scale items. 
Rather than take extra time with a separate and initial attempt to 
measure the domestic market orientation, it was decided to focus on 
international market orientation. Determining the domestic market 
orientation is recommended for further investigation. 
South African companies have been given a fresh start after years of 
apartheid and international isolation, leading to a significant backlog 
in terms of international marketing and business exposure. The 
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opportunity exists for South African companies to incorporate 
international market orientation in their business philosophy, 
whether or not they have already addressed their domestic market 
orientation. It was, therefore, decided to only investigate the 
international orientation. An international market orientation would 
hopefully also have a positive influence on domestic market 
orientation. As Piercy (1997) in his book Market-led Strategic Change 
states: "ultimately all organizations are forced to follow the dictates of 
the market (i. e. the paying customer) or go out of business when 
someone else does". Market orientation and specifically international 
market orientation are corporate mindsets or philosophies that 
should be championed by the Chief Executive or Managing Director. 
Focussing on and satisfying international customer needs, as but one 
aspect of international market orientation, can be done. Judging from 
the example set by some of the companies included in this study, 
South African companies can be successful in international markets. 
Fourthly, the theory only provides general direction as to which 
variables or scale items should be included in a regression model. 
The actual set of variables used in the final regression model must be 
determined by analysis of the data. Identifying the regressor or 
independent variables, involves two opposing objectives. 
" Wanting the regression model to be as complete and realistic as 
possible by including every regressor that is even remotely related 
to the dependent variable. 
" Including as few variables as possible because each irrelevant 
regressor decreases the precision of the coefficients and the 
predicted values. Also, extra variables increase the difficulty of 
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data collection, as respondents are reluctant to spend time on 
elaborate questionnaires. 
Scale item or variable selection, therefore, becomes a compromise 
between simplicity (as few regressors as possible) and fit (as many 
regressors as needed). This researcher tended to err on the side of 
caution with a preference to include variables when in doubt. 
4.8 TIMEFRAME 
Due to various factors such as work commitment, the study took 
longer than anticipated. The original idea was sparked at the 
BATIMAT industrial exhibition in France in October 1993, followed by 
a visit to the Head Office of Isover in Paris. Isover, and a number of 
French companies visited, were perceived by the researcher as being 
focused on satisfying international customer need and adapting their 
approach to allow for cultural and other differences in their 
international markets. As the researcher started teaching marketing 
on a part-time basis, the interest in international marketing and 
market orientation grew, leading eventually to this study. Most of 
1996 was spent defining a researchable area, debating and examining 
international marketing and market orientation as outlined in the 
table below. 
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TABLE 4.1: TIME FRAME 
METHODOLOGY 
ACTION 1996 1997 1998 1999 2000 2001 2002 
Conceptualisation - From Oct 1993 to 1996 
Interviews and Discussions - Jan 1996 
Formal Literature Review - March 1996 
Athens, Greece Conference - July 1996 
Group Discussions - Oct 1997 
Focus Group - Feb 1998 
Pretesting Questionnaire - March 1998 
Company contacts - June 1998 
Data Collection - Aug 1998 
......... 
Data Capturing and Analysis - June 1999 
Recording Research Results - July 1999 
Boston, US Conference - Oct 1999 
Viva - Oct 2001 
Final Thesis - 2002 
The literature review commenced beginning 1996 and an in-depth 
literature review on the subjects of international marketing and 
market orientation a year later (1997). The group discussions were 
conducted at the end of 1997. After the questionnaire was pretested 
it was distributed to respondents in August 1998. Three conference 
papers have been delivered on the topic of international market 
orientation since 1996. Two of the papers were at international 
conferences, which provided an ideal opportunity to discuss 
international marketing and specifically international market 
orientation with academics and managers attending. Data collection 
proved to be problematic as questionnaires were not returned for 
months and data could only be analysed in June 1999, where after 
the results could be interpreted and recorded. 
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4.9 CONCLUSION 
A number of South African companies could be viewed as being 
successful in their international operations, especially companies 
such as South African Breweries and Dimension Data, both 
recognised as world leaders in their respective fields of operations. 
This researcher is, therefore, of the view that other South African 
companies could benchmark and learn from the 200 largest (in terms 
of 1997 sales volume) JSE listed companies, all substantially involved 
in international marketing. These companies were, therefore, 
approached with the request to complete the research questionnaire 
(Appendix 1). 
The combination of empirical research methods for obtaining the 
primary research data added to the quality of the study as the 
researcher felt confident that all relevant aspects of international 
market orientation were accounted for in the questionnaire. The 
qualitative data obtained through personal interviews, group 
discussions and the focus group discussion added significant value to 
the literature review. The literature review and the personal 
interaction clarified the construct of international market orientation 
and both were used to generate scale items for the questionnaire. The 
questionnaire was pre-tested and compared to existing domestic 
market orientation measuring instruments before being distributed to 
the respondents at the largest 200 companies listed on the JSE and 
involved in international marketing. 
As discussed in Chapter 5, a total of 108 responses from the 200 
questionnaires distributed were returned. The data was captured, 
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cleaned, tabulated and analysed using a range of appropriate 
statistics including Cronbach's Alpha as well as Factor, correlation 
and regression analyses. These statistics were introduced in this 
chapter. The 96 scale item questionnaire (Appendix 1) has limited 
practical application or precision due to its length. Some scale items 
might not measure international market orientation and would not be 
relevant and, therefore, had to be eliminated to reduce the 
questionnaire to the refined 21 scale item IMOMI as described in 
Chapter 5. 
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5.1 INTRODUCTION 
In this chapter the qualitative and quantitative research data is 
analysed and interpreted. Secondary data was collected through the 
literature review discussed in Part 1. Primary data consists of 
qualitative and quantitative data. The qualitative data (personal 
interviews, group discussions and focus group) as well as the 
quantitative data (survey research) link Part 1, the conceptual 
framework and theoretical assumptions of international market 
orientation with the research data in Part 2. 
First fruits of the research are the construction of a questionnaire to 
be offered to South African companies involved in international 
marketing. This chapter first discusses the questionnaire 
construction in a section subdivided into a part based on issues 
arising out of the literature review and secondly from issues arising 
out of the personal and group and focus group discussions. The three 
existing domestic market orientation instruments are examined for 
potential contribution or contrast with the questionnaire being 
developed. 
The quantitative data collection and analysis are expanded upon, 
including the statistical refinement of the questionnaire by means of 
Cronbach's Alpha and Factor Analysis as theorised in Chapter 4. The 
relationship between international market orientation and 
international business performance is analysed using a visual 
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inspection of a number of scatter diagrams (Figures 5.2 to 5.9) as well 
as subjecting the data to correlation and regression analyses. The 
scatter diagrams as well as the correlation and regression analyses 
suggest a positive relationship between the three independent 
variables (Factors 1,2 and 3) and the two dependent variables 
(AVGPERFM and TRADE), which are investigated in detail in the 
chapter. 
5.2 QUESTIONNAIRE CONSTRUCTION 
5.2.1 RESULTS OF LITERATURE REVIEW 
The literature review (Chapter 2& 3) was conducted to determine 
whether a gap exists in the existing literature. Having identified a gap 
covering international market orientation, the literature review 
concerned itself with the identification of appropriate items for 
inclusion in the questionnaire (Appendix 1). The examples provided 
below, oversimplify the process of generating scale items for inclusion 
in the questionnaire utilising the literature research. It has to be seen 
within the context of the discussions regarding the marketing 
concept, international marketing, market orientation and 
international market orientation in Chapter 2. Also the discussions 
surrounding South Africa's global competitiveness, Afrocentricity as 
well as the characteristics, marketing approach, processes and 
techniques employed by companies that are successful in 
international marketing need to be considered. 
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Literature surrounding the marketing concept and market orientation 
(Section 2.2) identified a number of related scale items for inclusion 
in the questionnaire, for example. 
22 We supply our products and services more efficiently to our 
international customers than our competitors 
47 We induce international customer needs for our existing local 
products 
64 Top management in our company understands the 
international marketing environment 
90 We recruit and select new staff to specifically focus on our 
international markets 
Analysing multinational marketing (Section 2.3.3), where companies 
tailor their market offering to the needs of the specific country's 
market, led to the formulation of the following scale item for inclusion 
in the questionnaire. 
83 A different promotional campaign is developed for each of our 
international target markets 
The same question could obviously have been included for product 
and price but in discussions and during pre-testing of the instrument 
(discussed later in the chapter), it was felt that promotion is 
indicative of tailoring the marketing mix to satisfy the needs of 
customers in different countries. Due to confusion experienced 
during pre-testing between multinational and international 
marketing, it was also decided to rather standardise on the use of the 
term `international marketing' throughout. 
A MEASURE OF INTERNATIONAL MARKET ORIENTATION page 133 
CHAPTER 5 DATA ANALYSIS AND RESEARCH FINDINGS 
An increasingly international marketplace necessitates managers 
having international skills (Section 2.4.1). There are many factors 
driving the decision by South African companies to implement 
international marketing strategies, such as saturated or small 
domestic markets, low growth in domestic markets, international 
customer needs deemed to be substantially similar to domestic 
customer needs, cost factors, economies of scale and the need to 
balance their portfolio (Section 2.3.4). 
International market orientation (Section 2.5) as a business 
philosophy, mindset or corporate attitude advocated by a 
knowledgeable CEO or MD revealed the following scale items. 
52 The international marketing manager is included in our top 
management team 
53 Our top management discusses international competitors' 
strategies 
54 We know our international competitive advantage 
65 Top management in our company is committed to developing 
international markets 
Afrocentricity (Section 3.4.1) is an important aspect to consider when 
conducting business in South Africa, given its deep-rooted nature 
with the African majority. The Afrocentric value system is often in 
conflict with the highly competitive, capitalist, free market 
international business environment, which is where South African 
companies are competing against seasoned global players. Although 
it is unlikely, and perhaps impossible, for large international market 
oriented companies in South Africa to incorporate Afrocentricity as a 
business culture, it still needs to be addressed given its prevalence 
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with the African majority. Due to the sensitivity of the issue, and 
given that Afrocentricity is not the apparent business culture in any 
of the companies surveyed, no scale items pertaining to Afrocentricity 
were included in the questionnaire. Nevertheless, a few scale items 
related to the inclusiveness of Afrocentricity within the context of 
being international market oriented were triggered. 
5 We establish a long term relationship with international 
customers 
7 We are committed to our international customers 
27 We discuss changes in the international market within our 
company at least once per year 
Scale items included to determine the level of international market 
orientation based on the marketing mix (Section 3.5) tailored for each 
international market, include. 
46 We differentiate between local and international customers 
51 We actively identify international allies and partners 
Scale items referring to product decisions (Section 3.5.1) of South 
African companies involved in international marketing, include the 
following. 
38 Our company acts on requests from international customers to 
modify a product or service 
58 New products are developed to satisfy our international 
customers' needs 
78 We offer a product and service tailored to the needs of our 
international customers 
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80 We provide after-sales service to international customers 
Price sensitivity (Section 3.5.2) in international markets generated the 
following scale items. 
26 We react as soon as possible to competitor price changes in our 
international markets 
81 We price products and services to satisfy international 
customers 
Distribution decisions (Section 3.5.3) are reflected in the following 
scale items. 
9 We establish international end-user needs 
74 We view international customer complaints as a source of 
information 
77 We measure the satisfaction of international end-users 
(consumers) of our products and services 
85 We aim at dominating international distribution channels 
Various scale items investigating promotional decisions 
(Section 3.5.4) were identified, amongst others. 
82 The benefits of products and services are conveyed to our 
international customers 
83 A different promotional campaign is developed for each of our 
international target markets 
90 We recruit and select new staff to specifically focus on our 
international markets 
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92 Our staff dealing with international customers is trained to deal 
with them 
Competitors within international marketing segments (Section 3.6) 
identified the following scale items. 
17 We identify our international competitors 
18 We know our international competitors' strong and weak points 
20 We pre-empt our international competitors' plans 
21 We immediately counter campaigns by competitors that are 
focused on our existing international customers 
The theoretical literature review is further applied to the real life 
business situation in South Africa through the qualitative and 
quantitative research. 
5.2.2 QUALITATIVE DATA ANALYSIS 
During the first part of the study as outlined in Table 4.1, a number 
of personal interviews with managers and academics were conducted. 
The initial personal interviews were exploratory and largely 
unstructured by nature. The purpose was to identify a researchable 
area that would satisfy academic requirements but also contribute to 
the global competitiveness of South African companies and therefore 
South Africa as a developing country (Chapter 3). Later personal 
interviews as well as the two group discussions and specifically the 
focus group interview were more structured by nature and followed a 
discussion guide as outlined in Section 4.3. 
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Notes were taken during the later personal interviews and two group 
discussions but the focus group discussion was audio taped and 
relevant comments transcribed verbatim. This was due to the fact 
that the researcher found that note taking tended to occasionally 
stifle participation and that important components of international 
marketing and market orientation for inclusion as scale item might 
not be noted when the conversations started to flow. 
The participants during the interviews and discussions generally had 
a comprehensive grasp of market orientation and, to a large extend, 
of international marketing, but were less informed on international 
market orientation and the characteristics of international market 
oriented companies (Section 4.3). A selection of relevant comments 
obtained is attached as Appendix 2. The majority of the comments 
were included as scale items in the questionnaire (Appendix 1). 
Building on the scale items identified during the literature review, 
quite a number of additional scale items were identified and existing 
scale items refined. Scale item identification was performed by means 
of a content analysis of the qualitative data obtained from the 
personal interviews and group discussions (Section 4.3). These 
identified scale items were compared with existing scale items 
identified during the literature review and refined. Duplicated scale 
items were eliminated. 
Some of the grouped responses regarding market orientation, 
international marketing and the characteristics of international 
market orientation companies from the later personal interviews and 
two group discussions are outlined below. 
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" Customerisation to the ultimate degree. 
" Listening and responding to customer's needs. 
" Developing products to meet customer needs. 
" Infinite variability, acknowledging that every person has his or her 
own needs. 
" Avoiding "me too" status, a deeper understanding of market and 
market needs. 
" Competitor focus. 
" Understanding all aspects of the marketing mix including 
distribution channels, merchandising and packaging. 
" Innovative solutions. 
" Looking for the competitive advantage. 
" Could involve leading the market and creating needs. 
" Having resources which are in tune with what is required for the 
market. 
" Applying global strategies but leaving it open to local 
interpretation or adapting this to the local market, i. e. taking into 
consideration local nuances, cultures, how the market is 
segmented, possible niches, etc. 
" Carrying out original research. 
Similar grouped responses from the focus group comprising 
marketing and advertising executives (Section 4.3.3) included the 
following. 
" Creating a world icon, redefining the category, representing values 
society aspires to. 
" Transcending the value system, tapping into the collective 
unconscious, using global symbolism. 
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" Crossing all cultural barriers. 
" Customising the iconography according to local symbols. 
" Tapping the untapped resource of local iconography. 
" Doing things differently/ using a fresh approach/ removing the 
constraints of traditional thinking. 
" Transcending a boring, traditional market place where 
complacency often exists. 
" Flexibility and infinite variability/ shifting paradigms, breaking the 
traditional rules. 
" Large advertising spend and media and/or sponsorship 
domination. 
" Strong brand differentiation. 
" Focused/single-minded product message/consistency. 
" No compromising. 
" Market domination. 
" Vision and focus of one great person. 
Most of the comments obtained from the interviews, group 
discussions and focus group could be translated into comprehendible 
scale items. A few comments redefined scale items identified during 
the literature review. During each of the various interactions, scale 
items that were not yet present in the questionnaire were added or 
existing scale items improved and refined. Examples of new scale 
items added after the focus group are. 
58 New products are developed 
customers' needs. 
to satisfy our international 
59 We have a customised marketing strategy for each 
international target market. 
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63 We strive towards international "icon" status for our brands, 
similar to Coca-Cola and Nike. 
86 We strive to create a world-wide brand. 
The focus group did provide the creative input expected (Section 4.3) 
as can be seen from the scale items generated. 
5.3 EXISTING INSTRUMENTS 
The three existing market orientation measuring instruments 
focusing on domestic market orientation were analysed and the scale 
items and dimensions compared with the questionnaire. Although 
their focus is on domestic market orientation, it was possible that 
they could reveal scale items and/or dimensions not identified by the 
qualitative research or literature review. The existing instruments are 
compared in Table 5.1. 
TABLE 5.1: EXISTING INSTRUMENTS 
MARKET MARKOR MARKORSA"" 
ORIENTATION 
Customer orientation Intelligence Customer orientation 
generation 
Competitor Intelligence Organisational 
orientation dissemination systems and strategy 
Interfunctional Responsiveness Employee 
co-ordination commitment 
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Only the dimensions are included in Table 5.1. A complete 
comparison, including all scale items included in each of the three 
existing domestic instruments is attached as Appendix 3. From the 
table it is evident that the scale items are grouped into three 
dimensions of market orientation. The first instrument, Market 
Orientation by Narver and Slater (1990), consisted of three 
dimensions and 15 Likert scale items. The MARKOR instrument 
developed by Kohli, Jaworski and Kumar (1993) consisted of 32 
Likert scale items in three dimensions. The MARKORSA instrument 
developed by Gouws and Schreuder (1994) similarly organised 32 
scale items into three dimensions. 
Although the dimensions might be named differently, the scale items 
included within the dimensions are very similar. The scale items 
broadly focus on. 
1) Identifying existing, as well as changes in, customer needs, wants, 
expectations, commitment and satisfaction. Adapting the 
marketing mix accordingly. 
2) Changes in the external environment and reaction to changes, 
including a focus on competitors. 
3) Information gathering, dissemination and application within the 
organisation. 
The comparison indicated that a comprehensive selection of relevant 
scale items indicative of international market orientation has been 
provided for in the questionnaire (Appendix 1), and that it was not 
necessary to include further items from the existing domestic market 
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orientation instruments. As mentioned in Chapter 4 (Section 4.7), it 
is recommended that the domestic market orientation of the same 
South African companies approached for this study is measured in a 
further study. It could be an interesting comparative study, 
comparing their domestic market orientation score or index with their 
international market orientation score or index. 
5.4 QUANTITATIVE DATA ANALYSIS 
The questionnaire (Appendix 1) consists of 96 five point Likert scale 
items divided into 12 dimensions and a separate performance 
dimension with three scale items. 
A Likert scale (Likert 1932) presents the respondent with a number of 
statements to which the level of agreement must be indicated 
(Section 4.6.1). The scale varies from strongly disagree to strongly 
agree. The covering letter, scale items and dimensions are presented 
in Appendix 1. The questionnaire was printed in AS brochure format 
consisting of four pages and distributed to the target population 
(Section 4.6.2). 
After the questionnaire was distributed to the 200 companies 
comprising 200 respondents, a total of 108 usable questionnaires 
were returned after eight months (Section 4.8), a response rate of 
54%, which was deemed satisfactory for an exploratory study like 
this. Due to respondents scoring the Likert scale, the data was 
entered straight onto a computer after the data was checked for 
completeness. 
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Two scale items needed additional coding, namely. 
"I would estimate that international business constitutes 
approximately % of our company's annual earnings or 
turnover. (PLEASE WRITE NUMBER). 
"I would estimate our company's annual earnings or turnover 
at R 
(PLEASE WRITE NUMBER) 
All questionnaires where the respondents indicated international 
business comprising less than 5% of their company's turnover were 
to be excluded. Also, all questionnaires where the respondent 
indicated earnings or turnover below R100 million would be excluded 
(Section 4.6.3). No questionnaires had to be excluded based on the 
particular criteria mentioned. 
Similarly, were the respondents to indicate that international 
business constitutes a large percentage of their company's turnover, 
but indicated a low score on the last statement (strongly disagree or 
disagree), these questionnaires were to be excluded from the final 
analysis. Again no questionnaires had to be excluded. The last scale 
item is. 
98 International business constitutes a substantial part of our 
operation. 
These safeguards were deemed necessary to ensure that the right 
companies were approached and also that the right respondent (Chief 
Executive or Marketing Director) completed the questionnaire. 
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The questionnaires were also checked for completeness 
(Section 4.6.3). Exceedingly few, namely five scale items spread over 
three questionnaires, required completion and mean substitution was 
used to obtain a complete data set. Mean substitution meant that the 
five scale items (of 10 692 scale items) not completed by the 
respondents were completed by using the mean for the relevant scale 
item of all completed questionnaires as substitute. The 10 692 scale 
items comprises the questionnaire of 96 scale items plus the three 
scale items in the performance dimension times 108 completed 
questionnaires received back. 
The purpose of data analysis was primarily to refine the 
questionnaire by the reduction of scale items or variables and 
restructuring of the 12 dimensions. The 12 dimensions in the 
questionnaire were determined arbitrarily by the researcher after the 
pre-testing phase indicated a preference for a structured 
questionnaire. The individuals consulted during the pre-testing were 
of the opinion that an unstructured questionnaire comprising 96 
scale items could be perceived as overwhelming and confusing due to 
the sheer number of listed scale items. The recommendation to 
structure the questionnaire by grouping scale items measuring 
similar aspects within the construct of international market 
orientation was, therefore, accepted. 
Scale refinement involves the elimination of those variables that do 
not correlate strongly with the overall construct of international 
market orientation (Tull & Hawkins 1993: 321). Scale items were also 
reduced to comply with the "rule of five" for appropriate survey size. 
According to Malhotra (1996: 647), there should be at least four or five 
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times as many observations - usable questionnaires received back - 
as there are variables or scale items. The questionnaire consists of 96 
variables, requiring at least 395 completed and usable questionnaires 
for analysis. Due to time and cost constraints imposed by the study, 
a total of 108 questionnaires were available for analysis. This meant 
that the scale items should ideally be reduced to between 21 and 27, 
which represents four or five times the numbers of observations for 
108 questionnaires. Alternatively the response rate would have had 
to be increased. This researcher did not deem it possible to increase 
the response rate after eight months of data collection (Table 4.1), 
and the decision was taken to reduce the scale items to between 21 
and 27 using Cronbach's Alpha and Factor Analysis. The decision 
was not purely statistical by nature. From a practical point of view, a 
96 item questionnaire is deemed to be too long and unwieldy for a 
business application should companies wish to employ IMOMI to 
measure, analyse and improve their international market orientation. 
5.4.1 CRONBACH'S ALPHA 
Two well-known techniques for scale purification, namely Coefficient 
alpha or Cronbach's Alpha and Factor Analysis, were used as 
analytical and scale item reduction tools. Cronbach's Alpha was also 
used to ensure the statistical reliability of the scale (Section 4.6.5). 
According to Churchill (1992: 390), Cronbach's Alpha is a good 
indication of the inter-correlation that exists in a set of variables. If 
the value of Cronbach's Alpha for a particular scale item is low, it 
implies that the variable does not share the common interest and 
should thus be considered for exclusion. The criteria used to 
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determine whether to eliminate a variable were similar to the 
suggestion of Churchill (1992), namely the item-to-total correlation 
and "Alpha-if-deleted" of each variable. Scale items not sharing the 
common construct were excluded by using Cronbach's Alpha. Scale 
items were deleted until the Alpha-if-deleted value varied between 
0.967377 and 0.968156 (0.000779 variance) and a reliable, stable 
data set of 33 scale items based on the single construct of 
international market orientation was obtained. The eliminated scale 
items (SI) are shown in Appendix 9. 
An initial 63 scale items were eliminated (Appendix 9) using 
Cronbach's Alpha due to non-consistency with the rest of the scale. 
The Alpha value should be at least above the 0.6 value (Churchill 
1992: 390 & 542; Dillon, Madden & Firtle 1993: 294; Malhotra 
1996: 305). For this study, a repetitive reliability-analysis using Alpha 
if deleted and item-to-total correlation of >0.6 and a Multiple R- 
Squared (communality) of >0.6 were applied. Scale items were 
removed until the removal of additional scale items would not 
significantly improve the "alpha if deleted" value of the item pool. 
With Cronbach's Alpha at 0.968735, it is well above the 0.6 value 
required. The small variations experienced in the mean if deleted, 
variance if deleted and standard deviation if deleted values, also 
indicate a stable item pool. 
Content and face validity (Section 4.6.5) was ensured through 
discussions with international marketing / business practitioners 
and academics, as well as by pre-testing the questionnaire. A higher 
Cronbach's Alpha value of 0.98 was experimented with, which 
produced 19 reduced variables but was deemed too restrictive. The 
Cronbach's Alpha values signify that a reliable and stable data set 
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consisting of 33 scale items was achieved. The data set is based on 
the single construct of international market orientation. Given the 
stable dataset it was possible to analyse the underlying dimensions of 
international market orientation using Factor Analysis. 
5.4.2 FACTOR ANALYSIS 
After the scale items shown in Appendix 9 were eliminated, the 33 
scale items were subjected to Principle Components Factor Analysis 
(Section 4.6.6) in an attempt to identify the relevant underlying 
dimensions, if any, of the single construct of international market 
orientation. 
A central issue that had to be addressed was the appropriate number 
of scale items to include in the refined instrument, but also the 
appropriate number of factors or principle components to extract. In 
theory it is possible to compute as many factors as there are variables 
or scale items. This would naturally defeat the objective of Factor 
Analysis, namely to identify the underlying dimensions or factors that 
explain the correlation between a set of variables. Various procedures 
for determining the number of factors were investigated, including. 
"A priori determination where the researcher knows how many 
factors to expect and the extraction ceases when the desired 
number of factors has been extracted. 
" Based on Eigen values where only factors with Eigen values 
greater than 1.0 are retained and other factors are not included in 
the model. 
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" Percentage of variance explained, where the factors extracted 
explain the cumulative variance satisfactory. 
"A scree plot which graphically illustrate the number of factors to 
be extracted. 
In the endeavour to determine the number of factors or principle 
components to extract that would enhance the interpretability of the 
data, all four the abovementioned procedures were utilised. 
Based on the literature study and the three domestic market 
orientation instruments (Table 5.1), the researcher expected to find 
three underlying factors. As this instrument is concerned with 
international market orientation and not domestic market orientation, 
the priori determination of three possible factors was augmented with 
Eigen values, outlined in Table 5.2. 
TABLE 5.2: EIGEN VALUES 





1 16.4582043 49.8733465 16.4582043 49.8733465- 
2 2.13347025 6.46506135 18.5916746 56.3384078 
3 1.40244206 4.24982442 19.9941166 60.5882323- 
4 1.22843597 3.72253323 21.2225526 64.3107655 
5 1.03587624 3.1390189 22.2584289 67.4497844 
The first two columns of Table 5.2 indicate five factors or dimensions 
with the corresponding Eigen value for each. The Eigen value for a 
specific factor indicates the total variance associated with that factor. 
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The Eigen values recorded in column two and the percentage of 
variance in columns three and five, indicate that most of the total 
variance can be attributed to Factor 1. As soon as six factors are 
experimented with, the Eigen value for the sixth factor drops below 
one. The cumulative variance explained was deemed satisfactorily at 
67.5% for five factors. 
The scree plot for a five factor solution is depicted in Figure 5.1. 
FIGURE 5.1: SCREE PLOT FIVE FACTOR SOLUTION 
ý ýn 
The difficulty in determining the scree is visible in Figure 5.1 as it 
seems to break at Factor 2 and then trail off into Factors 3,4 and 5, 
which would suggest a two factor solution. After experimentation with 
the data set, the two factor solution suggested by the scree plot was 
considered too restrictive. 
Having investigated the priori determination, Eigen values, 
cumulative variance explained and scree plot suggesting between two 
and five factors, the practical and statistical significance of factor 
loads need to be considered (Hair, Anderson Tatham & Black 
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1992: 111-112). To ensure statistical significance for a survey size of 
100 respondents, a factor loading of 0.55 and above is considered 
significant. With 108 respondents in this study, a three factor 
solution was considered to obtain the required factor loading of 0.55. 
It was felt that a three factor solution might also eliminate scale items 
cross loading on factors, which occurred in the five factor solution 
experimented with. 
After the Principle Components Factor Analysis for three factors was 
performed, a cross loading in some variables or scale items over more 
than one factor was observed in the unrotated factor solution. To 
reduce the cross loadings in the unrotated factor solution, Varimax 
and Oblique rotations (Section 4.6.6) were experimented with. The 
best results, with less cross loading between variables, were achieved 
with the Varimax rotation or procedure, an orthogonal method of 
factor rotation. According to Malhotra (1996: 652), Varimax is the 
most commonly used factor rotation, minimising the number of 
variables with high loadings on a factor. This enhances the 
interpretability of each factor. A Varimax rotation was decided on 
after experimenting with an oblique rotation as well. An oblique 
rotation is where the axes are not maintained at right angles. This 
could sometimes simplify the factor pattern matrix when factors in 
the data set are likely to be strongly correlated. 
By using Principle Components Factor Analysis and a Varimax 
rotation, the cross loading between factors was reduced (Appendix 9) 
as is evident in Table 5.3. These techniques were used to reduce the 
33 scale items to 21, loading on three factors with nine, eight and 
four items each. The highest loading on each factor is indicated in 
bold. 
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TABLE 5.3: FACTOR LOADINGS 
Factor 1 Factor 2 Factor 3 
Item 34 0.826 0.154 0.282_____ 
Item 35 0.790 0.236 0.260 
_ Item 30 0.691 0.141 0.262 
Item 21 0.690 0.154 0.356 
Item 24 0.684 0.183 0.367 
Item 67 0.653 0.348 0.116 
Item 64 0.651 0.394 0.272 
Item 25 0.651 0.220 0.244 
Item 23 0.645 0.1Q5 0.230 
Item 85 0.146 0.829 0.205 
Item 57 0.221 0.758 0.246 
Item 63 0.139 0.714 0.284 
Item 96 0.310 0.684 0.225 
Item 79 0.085 0.661 0.394 
Item 10 0.344 0.648 0.146 
Item 69 0.446 0.647 0.063 
Item 78 0.193 0.646 0.391 
Item 71 0.362 0.241 0.749 
Item 70 0.347 0.192 0.735 
Item 74 0.302 0.261 0.719 
Item 73 0.216 0.372 0.655 
Factor Loadings: Varimax normalized 
Reduced-data set 33 scale items 
Extraction: Principal components 
Marked Loadings are > .7 
The first column of Table 5.3 indicates the scale items of the 
questionnaire (Appendix 1). In columns two, three and four, the 
results of the Factor Analysis can be seen. The factor solution 
reduced the 33 scale items to 21 as all scale items with a factor 
loading of 0.60 or higher were retained, a 0.05 margin above the 
required 0.55 of Hair, Anderson Tatham 8r, Black (19c)2: 111-112). 
Scale items with a lower loading were eliminated. 
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As a matter of interest, Common Factor Analysis (Section 4.6.6) was 
conducted but the results were not satisfactory as it tended to load 
predominantly on a single factor as expected, based on the high 
Cronbach's Alpha value. 
Confirmatory Factor Analysis using Lisrel is beyond the scope of this 
study as the objective was to develop an international market 
orientation measuring instrument. From a practical significance 
perspective (Hair, Anderson Tatham & Black 1992: 111-112), the 
three factor solution was deemed superior to the five factor solution 
for compiling the refined IMOMI as outlined next. 
The three dimensional, 21 scale item refined IMOMI is presented in 
Table 5.4. 
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TABLE 5.4: REFINED MEASURING INSTRUMENT 
DIMENSION 1 slýGyGý` sr, ýýý, G `yA''ýýc 0/S*1 
1 INTERNATIONAL RESPONSIVENESS 
I. We rc: spo1RI CIS soon GIs pOssibte to c<ýtnhclitýýrs' actions in 12345 
our international markets. 
2. We react as soon as possible to changes in international 1 2 3 4 5 
customer needs and requirements. 
3. Top management in our company understands the 1 2 3 4 5 
international marketing environment. 
4. Top management in our company has established formal 1 2 3 4 5 
structures for dealings with international markets. 
5. We react as soon as possible to fundamental changes in 1 2 3 4 5 
the international marketing environment e. g. technology, 
legislation. 
6. We immediately counter campaigns by competitors that 1 2 3 4 5 
are focused on our existing international customers. 
7. We are committed to quality service when dealing with 1 2 3 4 5 
international customers. 
8. We aim for zero defect in our international markets. 1 2 3 4 5 
9. In our international markets, we benchmark ourselves 1 2 3 4 5 
against the best in the world. 
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INTERNATIONAL MARKETING PLANNING 
10. We o1Cer a product and service tailored to tut iieeds o12345 
our international customers. 
11. We have an information system for the collection of 1 2 3 4 5 
international customer needs. 
12. Our Managing Director or CEO has an international 1 2 3 4 5 
vision for our company. 
13. We offer an international product or service that is 1 2 3 4 5 
superior compared to competitors. 
14. Our staff training programs include international 1 2 3 4 5 
customer relations. 
15. We strive towards international "icon" status for our 1 2 3 4 5 
brands, similar to Coca-Cola and Nike. 
16. We strive to be the best international company in our 1 2 3 4 5 
field. 
17. We aim at dominating international distribution 1 2 3 4 5 
channels. 
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TABLE 5.4: REFINED MEASURING INSTRUMENT (CONTINUED) 
DIMENSION 3 yI fC. 'I Ys+, ýG, ýýc 
ýVryGýyAG, 
QC 
INTERNATIONAL PERFORMANCE ORIENTATION 
18. We measure international customer need sat] sfaiction. 
f1 2J345 
19. We view international customer complaints as a source 12345 
of information. 
20. We continuously scan the international marketing 12345 
environment. 
21. We do research to determine international customer 12345 
needs. 
From the instrument outlined in Table 5.4, it is clear that the item 
pool denoting the single construct of international market orientation 
consists of three factors or dimensions, namely. 
" International responsiveness. 
" International marketing planning. 
" International performance orientation. 
The establishment of the 21 scale item, three dimensional instrument 
outlined in Table 5.4, achieves the first part of the research objective 
as stated in Chapter 1. 
The objective of this study is to develop a multi-item research 
instrument that can be utilised to determine the international market 
orientation of a company. 
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The objective of this study was to develop a refined research 
instrument. The kind of information that would permit comparisons 
by industry type could not be collected because of both the 
reluctance and inability of the respondents to provide it. In further 
studies involving the application of the instrument, descriptive 
statistics will form an integral and important part of a management 
report based on the research data. The purpose would then be to 
determine the overall international market orientation score or index 
of the company or companies investigated. The instrument would 
also be used to identify strong and weak points within a company or 
companies by analysing each of the three dimensions and possibly 
even individual scale items within each dimension, depending on the 
research results obtained. 
Although a detailed discussion of the actual scores obtained is 
beyond the scope of this study, the scores or indexes obtained in this 
study might provide valuable reference points and a benchmark for 
further studies. The scores obtained in each dimension are therefore 
briefly reported here. 
The research data obtained from the survey indicated an overall 
index or score of 3.65 on the five point Likert scale where five meant 
"strongly agree" with the statement or scale item regarding 
international market orientation. It represents the summed mean 
score of the 21 scale items obtained from the 108 completed 
questionnaires. This meant summing the score indicated by each of 
the 108 respondents for each of the 21 scale item (2 268 items) 
included in the analysis and dividing the sum with 2 268 to obtain 
the summed mean score of all the scale items in all the instruments. 
It indicates that the 108 companies surveyed achieved an 
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international market orientation score or index of 3.65 out of a 
possible score of five. A score of five out of five would have meant that 
the companies are perfectly oriented to their international markets. 
Anecdotally, given that no benchmark exists, a score of 3.65 out of 
five would seem acceptable for the largest 200 South African 
companies involved in international marketing, especially given the 
years of international isolation due to the policy of apartheid. It is 
also possible to report the score for each of the three underlying 
dimensions of international market orientation. 
The 108 respondents scored 4.2 on the scale for Factor 1 
International Responsiveness or the first dimension of international 
market orientation. Dimension 1 comprises the ability of a company 
to respond to changes in the environment, which means a thorough 
understanding of the markets, customers and competitors. An 
average score of 4.2 out of five would indicate that the respondents in 
the companies surveyed were inclined to agree with the scale items in 
terms of International Responsiveness as a factor of international 
market orientation. The score would indicate that, on average, the 
respondents are quite satisfied with their company's responsiveness 
in international markets. 
Dimension 2, International Marketing Planning, scored 3.5. Dimension 
or Factor 2 includes scale items related to information gathering and 
an international vision, which translates into a marketing mix 
offering superior to competitors. The summed mean score of 3.5 
would indicate that the respondents on average were somewhat 
reluctant to express a view regarding the international planning 
ability of their respective companies as a score of three on the Likert 
scale implies "neither agree nor disagree" and four indicates "agree". 
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International Performance Orientation, the last dimension or Factor 3, 
measures whether a company is performance oriented in dealing with 
their international customers. The scale items in this dimension 
measure whether a company monitors the environment and 
measures customer satisfaction within the changing environment. 
The average score of 3.8 meant that the specific group of respondents 
were inclined to agree with the scale items comprising elements of 
international performance orientation. 
It is obviously possible to calculate an international market 
orientation score or indicator for each of the 108 individual 
companies that participated in the study. It is also possible to 
calculate a score for each of the three dimensions within their overall 
score. This would mean that companies could track their progress in 
terms of international market orientation and also their progress 
within each dimension or even for each element or scale item within 
each dimension. A simplified instrument using a YES/NO response 
and the scores obtained as benchmark is suggested in Chapter 6. The 
simplified instrument could be applied by management wishing to 
use it as a quick indicator of their level of international market 
orientedness. 
The second part of the research objective, namely determining 
whether there is a correlation between international market 
orientation and international business performance, will be 
addressed next. 
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5.5 CORRELATION ANALYSIS 
The potential relationship between variables, and how variables 
influence each other, can be examined clearly and visually using 
graphs. Variables can be assigned to the x-axis and to the y-axis, 
implying the direction of the relationship between variables 
(Section 4.6.7). To obtain an initial understanding of the research 
data obtained from the refined IMOMI, the results were plotted on a 
scatter diagram. A visual inspection of a scatter diagram is a good 
initial indicator of whether possible underlying relationships exist 
within the research data, which could be analysed for possible 
correlations. 
Based on the literature research (Part 1), it is assumed that a 
relationship exists between international market orientation as defined 
by the refined 21 scale items and international business performance 
as indicated by scale items 97 and 98, as well as by the percentage of 
a company's annual earnings or turnover derived from international 
business. These variables were abbreviated to AVGSCORE, 
AVGPERFM and TRADE. 
AVGSCORE 
The independent variable was abbreviated to AVGSCORE, denoting 
the average mean score obtained from the 108 respondents on the 21 
scale items. 
AVGPERFM 
The first dependent variable to indicate international business 
performance was abbreviated to AVGPERFM (average performance) 
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the summed mean score of the last two scale items (97 and 98) in the 
refined IMOMI. 
97 Our company is successful in international marketing. 
98 International business constitutes a substantial part of our 
operation. 
TRADE 
The second dependent variable to indicate international business 
performance was abbreviated to TRADE (% of company turnover 
comprising international business) in the refined IMOMI. 
"I would estimate that international business constitutes 
approximately % of our company's annual earnings or 
turnover. (PLEASE WRITE NUMBER) 
The scatter diagrams plotting the independent variable (AVGSCORE) 
against the dependent variables international business performance 
(AVGPERFM and TRADE) can be seen in Figures 5.2 and 5.3. 
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FIGURE 5.2: SCATTER DIAGRAM AVGSCORE - AVGPERFM 
AVGSCORE 









The two scatter diagrams (Figures 5.2 and 5.3) suggest that a 
relationship exists between international market orientation and 
international business performance as indicated by AVGPERFM 
(Figure 5.2) and TRADE (Figure 5.3). 
An underlying pattern can be identified within the apparent random 
distribution of observations in the two graphs. In Figure 5.2, a 
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relationship is noticeable by extrapolating a trend line based on the 
data plot. The general direction of the trend line indicates a positive 
relationship between the independent variable AVGSCORE on the x- 
axis and the dependent variable AVGPERFM on the y-axis. The trend 
line indicates that an increase in AVGSCORE correlates with a 
corresponding increase in AVGPERFM for the companies involved in 
the study. 
Similarly, the trend line in Figure 5.3 indicates an underlying pattern 
in the data. The general direction is positive, as is the trend line in 
Figure 5.2. The trend line indicates that an increase in AVGSCORE 
results in a corresponding increase in TRADE, the dependent 
variable. 
These two figures (Figures 5.2 and 5.3) indicate that a positive 
relationship exists between an increase or decrease in the summed 
mean score (AVGSCORE) of the 21 scale item as obtained from the 
108 respondents and a corresponding increase or decrease in their 
international business performance as measured by AVGPERFM and 
TRADE. Had the trend lines sloped from the top left to the bottom 
right of the graph, it would have indicated a negative relationship 
between the independent and dependent variables in the two graphs. 
A negative trend line would have indicated that an increase (or 
decrease) in the independent variable AVGSCORE resulted in a 
decrease (or increase) in AVGPERFM and TRADE. The positive trend 
lines obtained from the data were therefore encouraging, as the 
second part of the research objective is to determine whether a 
relationship exists between international market orientation and 
international business performance. As it would seem that a 
relationship does exist, the relationship should be measured for 
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" linearity, 
" whether it is a positive or negative relationship, 
" the significance, and the 
" proportion of variance explained. 
According to Dillon, Madden and Firtle (1993: 454), Pearson's 
correlation (Pearson's product moment correlation) is one of the most 
commonly used measures of correlation and was employed in this 
study. The Pearson's correlation was performed to obtain a better 
understanding of the data preceding the regression analysis, as 
discussed after this section öf the study. 
The results are outlined in the correlation matrix, Table 5.5. 
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TABLE 5.5: CORRELATION MATRIX 
AVG AVG TRADE 
PERFM SCORE 








, 747(**) . 
563(**) 1.000 
AVG 
. 000 . 000 PERFM 
Sig AVG 




. 000 . 000 
AVG 108 108 108 PERFM 
N AVG 108 108 108 SCORE 
TRADE 108 108 108 
** Correlation is signiticant at the u. u-i ievei vv-tauea). 
From Table 5.5 it is evident that the coefficients are positive for each 
of the correlations between each of the alternative variables and 
highly significant at the 0.01 level. It is accepted that a Pearson 
correlation coefficient of one denotes a perfect linear relationship 
between variables. A coefficient of zero denotes that no relationship 
between the variables exists. The Pearson correlation coefficients 
obtained from the research data were therefore encouraging. For 
example a hypothetical increase of 10% in the average mean score 
(AVGSCORE) of the 108 returned questionnaires could therefore 
result in a 7.5% increase in the measure of international business 
performance as expressed by TRADE and 6.8% for AVGPERFM. 
However, relationships between two variables are not necessarily 
causal, as an example in Diamantopoulos and Schlegelmilch 
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(1997: 207) explains. They use an example of a correlation between 
sales and advertising. Most people would assume that sales are being 
caused by advertising. It sounds perfectly logical, except that 
companies often determine their advertising budgets based on the 
sales figures of the previous year. The association therefore does not 
prove causality but is rather the result of a forced causality. 
Similarly, it is possible that the causality between international 
market orientation (AVGSCORE) and international business 
performance (AVGPERFM and TRADE) could be flawed. It was 
therefore decided to employ multiple regression analysis to analyse 
the nature of the relationship between the independent and 
dependent variables. 
5.6 REGRESSION ANALYSIS 
Regression analysis (Section 4.6.7) determines associative 
relationships between a dependent y-value and an independent x- 
value. Multiple regression analysis is used to analyse the relationship 
between one single metric-dependent variable (y) and two or more 
independent variables (x). 
With the Factor Analysis (Section 5.5.2) three independent variables 
have been identified. As a reminder, the three independent variables 
are. 
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" Dimension 1, International Responsiveness (Factor 1). 
" Dimension 2, International Marketing Planning (Factor 2). 
9 Dimension 3, International Performance Orientation (Factor 3). 
The two dependent variables are. 
" The first dependent variable, AVGPERFM, being the average mean 
score for international business performance (scale items 97 and 
98). 
" The second dependent variable, TRADE, being the percentage of a 
company's annual earnings or turnover attributable to 
international business. 
Regression analyses conducted attempt to explain the influence of the 
three independent variables, Factors 1,2 and 3 on the dependent 
variables AVGPERFM and TRADE as indicators of international 
business performance. Using a scatter diagram for a visual inspection 
(Section 4.6.7) before performing multiple regression analysis, the 
relationship between the three independent variables, Factors 1,2 
and 3 and the dependent variables AVGPERFM and TRADE is 
examined. 
5.6.1 REGRESSION: FACTORS 1,2,3 - AVGPERFM 
The three derived factors were plotted against the dependent variable 
AVGPERFM to check for non-linearity in the relationship as depicted 
in Figures 5.4,5.5 and 5.6. 
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A visual inspection of Figures 5.4,5.5 and 5.6 indicates a positive 
relationship between the three independent variables and the 
dependent variable AVGPERFM, which is investigated in more detail 
hereafter. Regression or trend lines are used to analyse and predict 
relationships in data. By using regression analysis, a trend line could 
be extended in a chart forward or backward beyond the actual data, 
to show a trend. Using a moving average, it smoothes out 
fluctuations in data and shows the pattern or trend more clearly. To 
determine the best fitting line for the data, various regression or 
trend lines were investigated. A logarithmic trend line best explained 
the data. Inserting a logarithmic trend line involved taking the 
logarithm of the variables AVGPERFM and TRADE before fitting the 
regression to improve the fit. 
Examining the randomly distributed residual plots of the various 
regression analyses (Appendix 10), suggested that an acceptable 
model fit was achieved for independent variables Factor 1, Factor 2 
and Factor 3 and dependent variable AVGPERFM, as can be seen in 
Table 5.6. 
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TABLE 5.6: REGRESSION ANALYSIS - FACTORS 1,2,3 - 
AVGPERFM 
Mnr1n1 Ciimmaru /h1 
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate 
1 . 808(a) . 
653 . 642 . 
44984294 
a Predictors: (Constant), FACTOR1, FACTOR2, FACTOR3 
b Dependent Variable: AVGPERFM 
APJfl JA 1hl 
Model Sum of Squares df 
Mean F Square Sig. 
Regression 39.517 3 13.172 65.094 . 000 a 
Residual 21.045 104 . 202 
Total 60.563 107 
a Predic tors: (Constant), FACTOR3, FACTOR2, FACTOR1 




Coefficients t Sig. 
Model B Std. Error Beta 
Constant -. 221 . 318 -. 694 . 
489 
FACTORI . 158 . 
108 . 125 
1.468 . 
145 
FACTOR2 1.058 . 100 . 855 10.537 . 
000 
FACTOR3 -. 221 . 086 -. 220 -2.559 . 012 
a Dependent Variable: AVG PERFM 
Residuals Statistics (al 
Minimum Maximum Mean Std. N Deviation 
Predicted Value 1.45654404 4.74859810 3.29166667 . 
60771672 108 
Residual -1.31832576 . 97978938 
-8.63506797E- 
. 44349190 108 17 
Std. Predicted Value -3.020 2.397 . 000 1.000 108 
Std. Residual -2.931 2.178 . 000 . 986 108 
a Dependent Variable: AVGPERFM 
From Table 5.6 it is clear that the adjusted R2 of 0.642 provides an 
acceptable model to data fit, which means that 64.2% of the variance 
in AVGPERFM can be explained by the three independent variables, 
Factor 1, Factor 2 and Factor 3. The model fit proved to be significant 
at p=0.000 for the overall regression equation. Factor 2 obtained a 
similar p-value of p=0.000 while Factors 1 and 3 obtained 0.145 and 
0.012 respectively. Applied conservatively, it would mean that 
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Factors 1 and 3 should be excluded if the refined IMOMI was to be 
used to predict international business performance, due to the 
significance value above zero. 
The marginal negative regression coefficient between the Factor 3 and 
AVGPERFM was unexpected, as it indicates a negative relationship 
between the variables not evident from the scatter diagram or 
regression line in Figure 5.6 although the slope was close to the 
horizontal. A possible explanation might be that some companies are 
successful in international marketing with international business 
constituting a substantial part of their turnover (AVGPERFM). Yet, 
they do not concentrate on the aspects measured in Factor 3, for 
example monitoring the environment and measuring customer 
satisfaction. This could happen should some of the companies have a 
good domestic product and service offering that they successfully 
introduced to international markets using an export agent. They 
would therefore perform well in international markets without 
participating in the international market oriented aspects measured 
in Factor 3. It would be interesting to track the responses over a long 
period, as the negative coefficient could be a short term anomaly 
given that the scale items comprising Factor 3 were identified using 
Cronbach's Alpha as being consistent with the rest of the scale 
(Section 4.6.5). 
5.6.2 REGRESSION: FACTORS 1,2,3 - TRADE 
As with AVGPERFM, the three derived factors were plotted against 
the dependent variable TRADE to check for non-linearity in the 
relationship as depicted in Figures 5.7,5.8 and 5.9. 
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A visual inspection of the three graphs indicates the same positive 
relationship between the three independent variables and the 
dependent variable TRADE. Similar to the previous regression 
analysis, examining the randomly distributed residual plots of the 
regression analysis (Appendix 10) for independent variables Factor 1, 
Factor 2 and Factor 3 and dependent variable TRADE, suggested that 
an acceptable model fit was achieved, as can be seen in Table 5.7. 
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TABLE 5.7: REGRESSION ANALYSIS - FACTORS 1,2,3 - TRADE 
Model Summary (b) 
Model R R Square Adjusted R Square 
Std. Error the 
Estimate te 
1 . 680(a) . 
462 . 446 
8.67 
a Predictors: (Constant), FACTOR3, FACTOR2, FACTOR1 
b Dependent Variable: TRADE 
AK! AUA Ihº 
Model Sum of Squares df Mean Square F Sig. 
Regression 6700.450 3 2233.483 29.738 . 000(a)_ 
Residual 7810.847 104 75.104 
Total 14511.296 107 
a Predictors: (Constant), FACTOR3, FACTOR2, FACTOR1 





Coefficients t Sig. 
Model B Std. Error Beta 
Constant -16.653 6.131 -2.716 . 008 
FACTORI -2.795 2.080 -. 143 -1.344 . 182 1 FACTOR2 13.744 1.934 . 718 7.107 . 000 
FACTOR3 1.114 1.666 . 071 . 669 . 
505 
a Dependent Var iable: TRADE 
Raeirlii ile Staticfire /al 
Minimum Maximum Mean Std. N Deviation 
Predicted Value -1.82 43.97 23.69 7.91 108 
Residual -27.57 32.72 -6.09E-15 8.54 108 
Std. Predicted 
-3.223 2.564 . 000 1.000 108 Value 
Std. Residual -3.181 3.776 . 000 . 986 108 
a Dependent Variable: TRADE 
From Table 5.7, it can be seen that the three factors explained 44.6% 
of the variance in the dependent variable TRADE with an adjusted R2 
of 0.446 (Appendix 10). This is less than the 64.2% explained by the 
three factors in the previous model for AVGPERFM. Given the relative 
newness of South African companies to the international business 
arena, the fact that the data set returned a model explaining 44.6% of 
the variance was deemed acceptable. It does however mean that other 
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factors are responsible for more than half of the variance in TRADE 
that are not accounted for in terms of the scale items and dimensions 
of international market orientation comprising the model. This is 
diagrammatically outlined in Figure 5.2. Only Factor 2, International 
Marketing Planning, tested significant at p=0.000 for both dependent 
variables TRADE (Table 5.7) and AVGPERFM (Table 5.6). 
An unexpected result indicated in Table 5.7 was the slight negative 
relationship between Factor 1 (International Responsiveness) and 
TRADE. The almost horizontal logarithmic regression line in 
Figure 6.7 alluded to the incident. A possible explanation could be 
that the companies investigated were overconfident in scoring scale 
items within this dimension as indicated by the index of 4.2 obtained 
in Section 5.5.2. Scale items included in Dimension 1 measure a 
company's responsiveness in their international markets, 
understanding their markets, understanding international 
customers, competitors and changes. It might be that the focus is 
still predominantly on their domestic markets. The negative 
coefficient could be the result of the overconfident high scoring not 
being translated into a similar TRADE score. 
Summarising, Factor Analysis is a statistical technique to separate 
variables into groups that measure single dimensions of a 
multidimensional concept (Dane 1990: 334). The multidimensional 
concept of international market orientation consists of three derived 
factors or independent variables, which are closely related to the 
dependent variables TRADE and AVGPERFM. In both the regression 
models, Factors 1 and 3 did not achieve the same significance levels 
compared to Factor 2. It would therefore seem that Factor 2 could be 
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viewed as predictive of international business performance in the 
companies researched. 
The most influential variable, based on the standardised coefficient in 
each equation, is Factor 2, International Marketing Planning as a 
component of international market orientation. It would suggest that 
planning, including aspects such as gathering information regarding 
international customer needs and employing international best 
practice, is crucial and is a predictor of possible international 
business performance. The two negative coefficients, AVGPERFM and 
Factor 3 as well as TRADE and Factor 1 were unexpected and 
indicative of the maturing process and nature of international market 
orientation displayed by South African companies new to the 
international business arena. Some companies ascribed their 
international business performance to luck and the data often 
reflected it. It does mean that the new instrument should be applied 
with caution. 
5.7 SUMMARY AND CONCLUSION 
This chapter investigated the data collected from the questionnaire 
for the formulation of the refined instrument, IMOMI. The 
relationship between international market orientation and 
international business performance was investigated. Market 
orientation, as a method for improving international business 
performance, forms the foundation for developing a measuring 
instrument by evaluating and analysing the international market 
orientation of the 108 selected South African companies. 
A MEASURE OF INTERNATIONAL MARKET ORIENTATION page 176 
CHAPTER 5 DATA ANALYSIS AND RESEARCH FINDINGS 
The questionnaire consisted of 96 five point Likert scale items, 
divided into 12 dimensions, and a separate 13th performance 
dimension with two scale items. The Likert scale presented the 
respondent with a number of statements - the agreement level of 
which was scored. The scale varied from strongly disagree (1) to 
strongly agree (5). 
Scale reduction was done using Cronbach's Alpha. Scale items were 
deleted until the "Alpha-if-deleted" value was above 0.96 and a 
reliable, stable item pool based on the single construct of 
international market orientation was obtained. Factor Analysis, using 
Principle Components Analysis, was employed to identify the 
underlying dimensions or factors. The Factor Analysis, using a 
Varimax rotation, resulted in three dimensions with nine, eight and 
four scale items respectively. 
Correlation analysis was performed to determine the relationship 
between international market orientation and international business 
performance. A positive, relationship of substantial magnitude was 
found between the mean score on the reduced scale item instrument 
and international business performance. Subsequent regression 
analysis to determine the strength of the association indicated that 
the three independent variables or dimensions abbreviated as Factor 
1,2 and 3, explained 64.2% of the dependent variable AVGPERFM. 
Factor 1,2 and 3 also explained 44.6% of the dependent variable 
TRADE. Only independent variable Factor 2 explained the variance in 
the dependent variables AVGPERFM and TRADE satisfactorily at 
p=0.000. 
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In conclusion, the research can be encapsulated using the following 
figure. 










International International International International 
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Figure 5.10 depicts the construct of international market orientation 
within the context of this study. The research is focussed on three 
key issues, namely market orientation, international marketing and 
South African companies. 
Reviewing the literature pertaining to international marketing and 
market orientation led to the concept of international market 
orientation as discussed in Part 1, inter alia, focusing company 
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resources on identifying and satisfying the needs of international 
customers better than competitors and adapting to changes within 
international markets. As the study is concerned with South African 
companies, these are included as one of the three key issues. The 
relationship between these three issues resulted in the 12 dimensions 
and 96 scale items in the questionnaire included as Appendix 1. 
The questionnaire was refined to three dimensions comprising 21 
scale items (Appendix 4). The relationship between international 
market orientation and international business performance, as well 
as the possibility that international business performance could be 
predicted using the refined instrument, were investigated using 
correlation and regression analyses. Factor 2 explained the variance 
in both dependent variables AVGPERFM and TRADE at p=0.000. 
Based on the regression analysis, Factor 2 or Dimension 2, 
International Marketing Planning, could be viewed as a possible 
predictor of international business performance. 
Given the developing nature of international business in South Africa 
after years of international isolation, the fact that at least one of the 
three factors, Factor 2, explained the variance in both dependent 
variables at a significance level of p=0.000 is therefore encouraging. 
Based on the Cronbach's Alpha values obtained in the reduced data 
set, it is believed that the refined instrument in Appendix 4, does 
measure what it is supposed to measure, namely international 
market orientation. A relationship does exist between international 
market orientation and international business performance. 
Predicting international business success using the refined 
instrument should be approached with caution for Factors 1 and 3. 
A MEASURE OF INTERNATIONAL MARKET ORIENTATION page 179 
CHAPTER 5 DATA ANALYSIS AND RESEARCH FINDINGS 
Chapter 6 presents the conclusions drawn from this research, and 
proposes recommendations based on these conclusions. 
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6.1 INTRODUCTION 
The measurable behavioural characteristics of a domestic market 
orientation compared to an international market oriented corporate 
mindset or business philosophy identified a gap in the existing 
literature. The terminology international market orientation has not 
been detected in any of the literature reviewed. This literature gap led 
to the decision to develop a scale or instrument for measuring or 
determining the level of international market orientedness observable 
within South African companies already substantially involved in 
international marketing. A replication study using one or more of the 
existing market orientation measuring instruments was decided 
against due to their domestic market focus. 
This exploratory study aimed to develop a measuring instrument for 
determining, analysing and improving the international market 
orientation of South African companies. The instrument was 
developed and validated using data obtained from 108 South African 
companies already substantially involved in international marketing. 
The measuring instrument, IMOMI (international market orientation 
measuring instrument) was developed exclusively for South African 
companies already involved in or planning to be involved in 
international marketing and business as an analytical and diagnostic 
aid. The study was conducted to fill a gap in the literature regarding 
market orientation and international marketing in Third World 
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countries such as South Africa. The study focused on the orientation 
of South African companies towards their international markets. 
The need for the study was identified as the South African business 
environment changed dramatically after the release of Nelson 
Mandela on 11 February 1992. His release catapulted South Africa 
into the international business arena. The lifting of trade sanctions 
against South Africa followed. After democratic elections in April 
1994 and the inauguration of President Mandela on 10 May 1994, 
South African business embarked on spectacular change. South 
African companies were once again allowed to enter or re-enter 
international markets, but international players were also entering 
the domestic South African market. South African companies now 
had to compete, both locally and abroad, with experienced 
international competitors skilled in international trade and familiar 
with operating in the global business environment. It would be 
reasonable to assume that a number of South African companies 
withstood isolation (e. g. some electronics firms which underpinned 
sections of the defence industry during the era of sanctions), but it 
has left a mark on the global competitiveness of the country. South 
Africa's re-entry into the global economy since 1994 and membership 
of the World Trade Organisation (WTO) meant that for the first time 
in over 40 years, South African companies faced global competitors. 
Years of protectionism policies have taken their toll. South Africa's 
poor performance in the world competitiveness report (Chapter 3) 
bears testimony to this. 
Various literature sources were consulted to identify a gap where a 
contribution could be. made. Discussions were held with prominent 
leaders in industry and academia to determine a relevant 
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researchable area to be investigated. The purpose was to identify an 
academically significant researchable domain that would benefit the 
South African economy. As mentioned earlier, international market 
orientation within a South African context was identified as a 
contributable research area. An exploratory study, comprising both 
qualitative and quantitative primary data collection, was adopted in 
an attempt to fill a gap in the literature. The focus of this thesis was 
to provide evidence to support the central hypothesis that a number 
of variables (scale items) indicative of an international market 
orientation within a company exist. Furthermore, that international 
market orientation can be measured and that a relationship exists 
between an international market orientation and international 
business performance within South African companies. 
Hence the objective of this study was to develop a reliable and valid 
multi-dimensional, multi-item measuring instrument for determining 
the international market orientation of the largest South African 
companies listed on the JSE and already substantially involved in 
international markets. South African companies aspiring to enter the 
global marketplace could use the refined instrument in conjunction 
with the benchmark data gathered from South African companies 
already active in said marketplace. The refined IMOMI was reported 
in Chapter 5 and a simplified version of the instrument is recorded 
later in this chapter. The benchmark data was obtained during the 
quantitative research required for the development of the refined 
IMOMI (Chapter 5; Appendix 4). The acquiring of benchmark data 
was incidental to the development of the refined instrument and is 
reported to aid South African companies until replication studies 
provide sector and industry specific data. 
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The qualitative and quantitative data collection, statistical refinement 
and analysis (Chapters 4 and 5) were preceded by the literature 
review outlined in Part 1. Chapters 2 and 3 comprising Part 1 of the 
thesis, outlined the evolution of the marketing concept, international 
marketing, market orientation and defined international market 
orientation, therefore, providing a framework for the development of 
the refined IMOMI. 
This chapter is divided into three sections. 
1) The research hypotheses and evidence to accept or reject the 
hypotheses. 
2) Outcomes of the research, a model for IMOMI and its 
application as a management tool within South African 
companies. 
3) Research limitations and research agenda. 
6.2 RESEARCH HYPOTHESES 
It was expected or hypothesised that it would be possible within the 
disciplines of international marketing and market orientation to 
identify elements or variables indicative of an international market 
orientation in selected South African companies. It was also 
hypothesised that these elements could be expressed as scale items 
within a meaningful measuring instrument or questionnaire. It was 
further argued that the scale items (96 were identified) could through 
statistical exploration of the data be reduced due to the expected 
underlying relationship between the scale items. It was lastly 
hypothesised that a relationship exists between international market 
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orientation and international business performance. Three 
hypotheses were formulated (Chapter 4) and each one is now 
discussed in more detail. 
H1 A small number of variables exist which accounts for the 
single construct of international market orientation. 
Analysing this hypothesis involved an in-depth literature review on 
the subjects of international marketing and market orientation. The 
literature review focused on the identification of relevant elements or 
variables comprising an international market orientation within 
South African companies already substantially involved in 
international markets. From the literature review it was evident that 
a gap exists in the literature in the form of an appropriate definition 
of `international market orientation'. The gap widens because there is 
no means of expressing the construct of international market 
orientation by means of a measuring instrument, and particularly 
within a South African or developing economic context. The literature 
review (Chapters 2 and 3) assisted in the identification of a number of 
elements or variables indicative of a company being oriented towards 
their international market(s). These elements were expressed as scale 
items for inclusion in the 96 scale item questionnaire, included as 
Appendix 1. 
To supplement, verify and improve the scale items identified during 
the literature review, 21 structured personal interviews were 
conducted during July 1996 and January to March 1997 (Table 4.1). 
These were followed by two group discussions during October 1997 
and a focus group discussion in February 1998. The qualitative data 
obtained from these interactions was discussed in Chapter 5. The 
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literature review, personal interviews and group discussions led to 
the identification of additional elements not identified during the 
literature review. The elements were converted into scale items for 
inclusion in the questionnaire as discussed in Chapters 4 and 5. The 
various interactions (interviews and discussions) also led to the 
verification and improvement of a number of scale items already 
identified during the literature review. Each of the interactions often 
also verified and/or improved on scale items identified during earlier 
interactions. There was still a danger that some elements indicative of 
a company's orientation towards international markets might have 
been overlooked, and a focus group discussion was conducted. The 
focus group comprised senior marketing and advertising executives 
from advertising agencies and market research firms as explained in 
Chapter 4. The success of the group discussions in identifying scale 
items related to the construct of international market orientation 
strengthened the decision. Scale items that were not yet present in 
the questionnaire were added after the focus group responses were 
transcribed and analysed (Chapter 5) 
Three existing instruments for determining the domestic market 
orientation of a company were analysed and the scale items and 
dimensions compared with the questionnaire. Although they focus on 
the domestic market orientation of a company, the researcher felt 
that they could reveal scale items and/or dimensions not already 
incorporated into the questionnaire. The comparison revealed that 
the relevant scale items indicative of international market orientation 
has been provided for and no scale items from the existing domestic 
market orientation instruments were added. 
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The questionnaire (Appendix 1) was compiled and pre-tested. It 
consists of 96 five point Likert scale items separated into 12 
dimensions with a separate performance dimension comprising three 
scale items. The questionnaire was administered to 200 companies 
and 108 usable scales were returned after eight months (Section 4.8). 
It represented a response rate of 54%, deemed acceptable for this 
exploratory study. 
The questionnaire was designed for refinement by retaining those 
scale items most demonstrative of the construct of international 
market orientation. Two statistics, namely Cronbach's Alpha and 
Factor Analysis were used to eliminate less conforming scale items. 
Scale items not sharing the common construct due to non- 
consistency were excluded until the Alpha-if-deleted value indicated a 
reliable, stable data set of 33 scale items. The data set was reduced to 
21 scale items using principle Components Factor Analysis 
(Section 4.6; Appendix 9). The 21 scale items support the research 
hypothesis by indicating that a small number of variables exist, 
which accounts for the single construct of international market 
orientation. 
H2 The international market orientation construct comprises 
several dimensions or factors. 
It was generally hypothesised that the construct of international 
market orientation would comprise a number of subconstructs, 
dimensions or factors. After the nonconforming scale items were 
eliminated using Cronbach's Alpha and a stable item pool was 
achieved (Appendix 9), the scale items were subjected to Principle 
Components Factor Analysis (Section 4.6.6). The objective was to 
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identify the underlying dimensions comprising the construct of 
international market orientation. 
Two questions needed to be addressed, namely the appropriate 
number of scale items to retain and also the appropriate number of 
factors or principle components to extract (Section 5.5.2). After the 
procedures - priori determination, Eigen values, 
R-Squared and scree 
plot - for determining the number of 
factors were investigated, the 
practical and statistical significance of the factor loads were 
considered. To ensure statistical significance for a survey size of 100 
respondents, a factor loading of 0.55 and above is considered 
significant. With 108 respondents in this study, a three factor 
solution obtained the required significant factor loading of 0.55 
Section 5.5.2). These techniques were used to reduce the scale items 
to 21, loading on three factors with nine, eight and four items each. 
From a practical significance perspective the three dimensional, 21 
scale item refined IMOMI (Appendix 4) confirms the hypothesis that 
the international market orientation construct comprises several 
dimensions or factors. 
H3 There is a relationship between international market 
orientation and international business performance. 
After the 21 scale item refined measuring instrument (Appendix 4) as 
determined, a further objective to determine the relationship, if any, 
between international market orientation and international business 
performance was addressed. Using the quantitative data obtained 
from the 108 questionnaires, the reduced data set comprising 21 
scale items (Appendix 4) was plotted using scatter diagrams for 
investigating the relationship between an orientation towards 
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international markets and international business performance. The 
two scatter diagrams (Figures 5.2 and 5.3) indicated a positive 
relationship between the independent variable AVGSCORE (average 
score) and international business performance as indicated by 
AVGPERFM (average performance) and TRADE (percentage of 
company turnover comprising international business). 
It was decided to investigate the nature of the relationship between 
the variables further using multiple regression analysis. A multiple 
regression analysis determines the relationship between two or more 
independent variables, such as Dimension 1, Dimension 2 and 
Dimension 3, and a single dependent variable, such as AVGPERFM. 
The multiple regression analysis indicated that an acceptable model 
to data fit with an adjusted R2 of 0.642 was established between the 
three independent variables and the dependent variable AVGPERFM. 
The model indicated that 64.2% of the variance in AVGPERFM could 
be explained by the three independent variables, Factor / 
Dimension 1, Factor / Dimension 2 and Factor / Dimension 3. It was 
disappointing that only Factor 2 obtained a significance test value of 
p=0.000, while Factor 1 and Factor 3 were insignificant (p=0.145 and 
p=0.012 respectively). It would mean that Factor 1 and Factor 3 
should be excluded if the refined measuring instrument was to be 
used to predict international business performance. Similarly, only 
Factor 2, International Marketing Planning, was significant at 
p=0.000 for dependent variable TRADE. Factor 2 explained 45% of 
the variance in the dependent variable TRADE with an adjusted R2 of 
0.447. 
Surprising was the negative relationship between two sets of 
coefficients, the first being Factor 1 (International Responsiveness) 
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and TRADE, the second being Factor 3 (International Performance 
Orientation) and AVGPERFM. It could be indicative of the steep 
learning curve experienced by South African companies new to 
international business. Underpinning this suggestion made by the 
researcher, are comments from some respondents interviewed during 
the qualitative data collection ascribing their international business 
performance as "a lucky break" and "pleasantly surprised by our 
foreign ventures". The research data often tended to reflect these 
somewhat haphazard international endeavours. It could also be that 
as some companies become involved in understanding international 
markets, customers, competitors and requirements for responding to 
changes (all scale items measured in Factor 1), the less inclined they 
are to expand into international trade, and tend to rather focus on 
their domestic markets, hence the negative relationship. The net 
result is that Factor 2 could be viewed as indicative of international 
business performance in the companies researched, as Factor 2 was 
the most influential variable based on the standardised coefficient in 
each equation. Factor 2, International Marketing Planning as a 
component of international market orientation, would suggest that 
planning - including aspects such as gathering information regarding 
international customer needs and employing international best 
practice - is crucial for international market orientation and is a 
predictor of international business success. Based on the research 
results, the null hypothesis could be rejected in favour of the 
alternative Hypothesis 3, namely that a relationship does exist 
between international market orientation and international business 
performance. 
The international market orientation score or index obtained in this 
study might provide a reference point and a benchmark for further 
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studies. On the five point Likert scale a score of five meant, `strongly 
agree' with the variable, statement or scale item. The survey indicated 
an overall index or score of 3.65 concerning the overall international 
market orientedness of the 108 participating South African 
companies when they scored themselves on the 21 scale items. 
Hence, the 108 companies surveyed achieved an international market 
orientation score or index of 3.65 out of a possible score of five, where 
five out of five means being perfectly oriented to international 
markets (Section 5.5.2). The score for each of the three underlying 
dimensions of international market orientation is reported in the next 
section. 
6.3 OUTCOMES 
In this -section the outcomes of the research is elaborated upon. A 
simplified instrument with benchmark data for implementation by 
South African companies is included as a practical applicable 
outcome. A model for international market orientation within a South 
African context is suggested as an academic outcome. 
From the data gathered it is possible to establish a benchmark for 
future studies as well as to suggest a simplified instrument that can 
be utilised by South African companies to determine, analyse and 
evaluate their level of international market orientation and specific 
strong and weak points within their company's orientation towards 
international markets. 
In its simplest application, managers in a company or industry could 
be requested to answer `yes' or `no' to the scale items or statements 
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as outlined in the refined IMOMI (Appendix 4). A mean sum of 21 
(Yes=1; No=O) for all the instruments completed will indicate a very 
high level of international market orientation within the company or 
industry while a score of zero will indicate no international market 
orientation at all. Management can use the instrument to determine 
the international market orientation of their company. Companies 
can use the measuring instrument to evaluate their overall 
international market orientation as a quick `thermometer' as well as 
their score or performance for each of the three dimensions. The 
orientation of a company towards its international markets could 
even be analysed to the level of individual variables or scale items. 
For example, the first scale item where the company is scored in 
terms of responding to its competitors in the international market. 
In the absence of a benchmark, managers would have had to use 
their own judgement on scores between zero and 21, as well as for 
scores on the three dimensions or on individual scale items of the 
instrument. From the data obtained from the 108 respondents, 
having deleted data for eliminated scale items, the following results 
could be utilised as an interim benchmark until replication studies 
have been conducted. The data was obtained by scoring strongly 
agree and agree on the relevant 21 scale items in the reduced data 
set as yes' and disagree or totally disagree were scored as `no' and 
neither agree nor disagree were included separately. The results could 
be used as an interim benchmark by South African companies 
wishing to measure themselves against the companies that 
responded to this survey. It could also provide a benchmark for 
further studies and are tabulated as percentages in the next table, 
Table 6.1. 
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TABLE 6.1: SIMPLIFIED INSTRUMENT 
INTERNATIONAL CUSTOMER AND COMPETITOR YES NO Y/N 
FOCUS % % % 
1. We respond as soon as possible to competitors' 83 3 14 
actions in our international markets 
2. We react as soon as possible to changes in 73 5 22 
international customer needs and requirements 
3. Top management in our company understands 81 4 16 
the international marketing environment 
4. Top management in our company has established 91 2 7 
formal structures for dealings with international 
markets 
5. We react as soon as possible to fundamental 83 2 15 
changes in the international marketing 
environment e. g. technology, legislation 
6. We immediately counter campaigns by 93 1 6 
competitors that are focused on our existing 
international customers 
7. We are committed to quality service when dealing 88 2 10 
with international customers 
8. We aim for zero defect in our international 90 3 7 
markets 
9. In our international markets, we benchmark f, 3 3 34 
ourselves against the best in the world 
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INTERNATIONAL MARKETING PLANNING YES NO Y/N 
10. We oiIc'r as p1-()(duct aand scrviccr tailort'd to We 18 35 47 
needs of our international customers 
11. We have an information system for the 82 4 14 
collection of international customer needs 
12. Our Managing Director or CEO has a 77 3 20 
international vision for our company 
13. We offer an international product or service 73 6 20 
that is superior compared to competitors 
14. Our staff training programs include 74 8 18 
international customer relations 
15. We strive towards international "icon" status for 63 13 24 
our brands, similar to Coca-Cola and Nike 
16. We strive to be the best international company 56 9 35 
in our field 
17. We aim at dominating international distribution 84 6 10 
channels 
INTERNATIONAL PERFORMANCE ORIENTATION YES NO Y/ N 
18. We measure international customer need 54 5 42 
satisfaction 
19. We view international customer complaints as 44 2 54 
a source of information 
20. We continuously scan the international 29 18 54 
marketing environment 
21. We do research to determine international 19 16 66 
customer needs 
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Table 6.1 indicates the percentage of respondents who agreed or 
strongly agreed (Top two box = YES) as well as disagreed or strongly 
disagreed (Bottom two box = NO) with the scale items, also those who 
neither agreed nor disagreed (middle box = Y/N). In its simplified 
format, an index of 17 out of 21 is found for this study. It means 
that, on average, the 108 respondents strongly agreed or agreed with 
17 of the 21 statements or scale items. Given that an index of 21 
would indicate near perfection in terms of being oriented towards 
their international markets, 17 is within the range of what the 
researcher would expect from the largest 200 South African 
companies, listed on the JSE and involved in international 
marketing. Bear in mind that a score of yes=34%, no=32% and 
Y/N=32% would also indicate agreement with a scale item. A detailed 
analysis of individual scale items is, therefore, required for 
interpreting a company's international market orientation index using 
the simplified instrument. 
A true reflection would be the summed mean score of the 21 scale 
items obtained from respondents as explained in Section 5.5.2. For 
the data obtained with this quantitative study, it meant summing the 
score indicated by each of the 108 respondents for each of the 21 
scale items (2 268 items) included in the analysis and dividing the 
sum with 2 268 to obtain the summed mean score of all the scale 
items in all the instruments. The 108 companies surveyed obtained a 
score or index of 3.65 out of a possible Likert score of five on the 
refined instrument. A score of five out of five would have meant that 
the companies who participated were perfectly oriented to their 
international markets. 
If the IMOMI is adapted to provide for only 'yes' or `no' answers, the 
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`neither agree nor disagree' option would not be present and 
respondents will be required to choose the nearest response, 
although research literature generally warns against forcing a 
response, hence it will need to be investigated and pre-tested. The 
suggested less involved, simplified application by using a 
dichotomous scale with a Yes' or `no' response, might make the 
instrument more appropriate for a robust business environment. 
Political changes have catapulted South African companies onto the 
international business scene and many of these companies have not 
had the advantage of progressing from domestic marketing to 
international or global marketing. The results of this research suggest 
a positive relationship between aspects of international market 
orientation (Dimension 2) and international business performance 
(AVGpERFM as well as TRADE). This would suggest that South 
African companies capable of supporting international marketing 
activities would benefit from using the IMOMI as a diagnostic tool. 
Whilst this `diagnosis' would not have an immediate effect, it would 
form part of a process of heightening consciousness about the need 
to develop an international market orientation within a company and 
identify areas requiring improvement. 
The thesis accounted necessarily also for the foundations or 
substructures of IMOMI which led to a model for international market 
orientation as presented later in this section. 
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FIGURE 6.1: SUBSTRUCTURES OF IMOMI 
CONCLUSIONS 
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The real life situation of challenges facing South African companies 
engaging in international markets, led to the investigation of the 
practical issues depicted in Figure 6.1. It is to these practical issues 
that the theory, assumptions and hypotheses must be applied. The 
thesis focused on international marketing and the opportunities it 
offers South African businesses. Within this context, certain issues 
had to be addressed in Chapter 3. For example, international 
marketing and globalisation and the impact thereof on Third World 
or, using United Nations terminology, developing countries and 
developing economies. Also, the unique characteristics of South 
Africa with its contrasts and conflicts, as well as its policies towards 
globalisation and international marketing required attention. 
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In order to understand the distinctive aspects and activities that 
constitute market oriented behaviour, mindset or disposition, it was 
necessary to define the marketing concept of which market 
orientation is the visible embodiment (Chapter 2). For a 
comprehensive overview, it was necessary to investigate the evolution 
of marketing as a discipline, and to follow marketing's historic 
development as implemented by business practices. It became clear 
that besides the practical (implementation) and theoretical 
(philosophies, constructs, models and frameworks) issues, some of 
the challenges experienced during the research were due to the 
different levels of abstractions that are freely used in constructs and 
theories regarding marketing, markets, international marketing and 
market orientation. A wide-ranging and in-depth literature review 
(Part 1) established the theoretical paradigm required to generate the 
research problems and hypotheses (Chapter 4) and to select the 
appropriate methodology for the research. The literature review 
determined criteria for formulating and refining scale items, as well 
as revealing the literature gap where a contribution could be made by 
this study. 
Combining the theoretical assumptions of the literature review and 
applying it to the real life business situation in South Africa through 
the qualitative and quantitative research culminated in the refined 
IMOMI (Appendix4). The methodological issues were addressed in 
Chapters 4 and 5 and the hypotheses tested in Section 6.2. 
Based on the substructures investigated during the primary research 
data collection and analysis - qualitative and quantitative - as well as 
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the secondary research data obtained - literature review - it is 
possible to present the following model for IMOMI. 
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FIGURE 6.2: THE MODEL OF IMOMI 
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The model of IMOMI presented in Figure 6.2 must be viewed in 
conjunction with the refined instrument outlined in Table 5.4 or for 
easy reference, Appendix 4, and the simplified instrument outlined in 
Table 6.1. 
The first dimension in Figure 6.2 was regarded as comprising 
elements of international customer and competitor focus. These 
elements range from the extent to which companies are externally 
oriented to the needs of international customers, as well as 
awareness of strategies planned and implemented by competitors. 
The origination and advancement of international market orientation 
as a corporate mindset or philosophy residing within the CEO, 
Managing Director and top management, is evident in the fact that 
scale item three and scale item 14 specifically refer to top 
management. During the scale reduction from 96 to 21 scale items, 
these two scale items survived, due to them, like the other 21 
surviving scale items, being indicative of the construct of 
international market orientation. 
Similarly in Dimension 2, scale item 12 refers to the Managing 
Director or CEO having an international vision for the company. In 
addition, management is committed to pursuing customer service 
excellence and there are formalised structures to deal with changes 
in international markets (scale items 4 and 7). The result of 
understanding and adapting to a changing global market is 
illustrated by the Coca-Cola Company - the world's most valued 
brand. The value of the Coca-Cola global brand name is estimated at 
over $US 35 billion (Cateora 1997: 382; Sunday Times 1997: 1). 
Changes in the competitive environment are deliberately monitored, 
as are any moves made by their competitors. In relation to 
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customers, there is a monitoring of changes in needs and 
requirements so that a high level of service quality can be 
maintained. Overall, the benchmark for service or product standard 
is determined internationally rather than by a local market. The 
relevant aspects of customer and competitor focus is addressed by 
scale items one to nine in the model, in the refined instrument 
(Appendix 4), as well as simplified instrument (Table 6.1). 
Such a focus on customers and competitors has implications for 
marketing planning and co-ordination, the second dimension. This 
was the dimension found to be most reliable in predicting 
international business performance as discussed earlier in the 
chapter. International market orientation would pre-suppose that 
companies have a formal information system to enable systematic 
data collection on the needs of customers (scale item 11). 
International marketing is driven by the effective collection and 
application of international customer information (scale items 10,13, 
14 and 16). This will arguably be more so with international 
marketing and developing an international market orientation 
compared to domestic marketing and having a domestic market 
orientation due to the issue of distance between the organisation and 
the customer which could potentially be more of a stumbling block. 
The importance of customer information is evident when looking at 
the scale items included in Dimension 2 of the refined IMOMI 
(Appendix 4). Effective management of information emerged as a key 
issue in the research. Without appropriate information, international 
customers' needs cannot be satisfied, which would lead to the demise 
of any business involved in international markets. There are no 
quick solutions to obtaining international market information. 
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International market information is, however, one of the best 
investments that a company could make in terms of establishing a 
sustainable competitive advantage. In addition, international 
distribution channels are sought to enable the product or service to 
reach customers (scale item 17). There is also a pursuit of a high 
quality international product or service, which is focussed on the 
requirements of customers (scale items 10 and 13). The value of 
brands is appreciated and there is a conscious and ongoing 
endeavour to raise the status of the company's brand (scale items 15 
and 16). These are all elements pertaining to the planning of 
international marketing by South African companies already 
substantially active in international markets, as defined by scale 
items 10 to 17. 
The formalised marketing planning and co-ordination makes possible 
an international performance orientation, the third dimension. Contact 
with international customers, including their complaints, is viewed 
positively as a source of information and as the means of further 
developing a service or product (scale items 19 and 20). International 
market orientation also entails an active attempt at understanding 
customer needs and satisfying those needs better than the competitor 
(scale items 18 and 21). This requires intensive international market 
research. These areas are addressed by scale items 18 to 21. 
International market orientation and improving the international 
competitiveness of South African companies involved in international 
marketing, require the inclusion of all stakeholders, from 
shareholders, directors, management and employees (unions), to 
customers and the communities in which the company is located. 
International market orientation can only be achieved with committed 
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and motivated people in a favourable working relationship. An 
orientation towards international markets should cascade down from 
the CEO and top management and be embedded as a corporate 
mindset for South African companies to survive and prosper in their 
chosen international markets. 
6.4 LIMITATIONS AND RESEARCH AGENDA 
This section records the limitations that emerged during the research 
process and suggests an agenda for future studies. 
A significant selection of the relevant literature pertaining to 
marketing, international marketing and market orientation leading to 
a construct of international market orientation was consulted. A 
shortage of literature concerning market orientation, international 
marketing, international market orientation, international business 
performance and global competitiveness regarding Third World 
countries, including South Africa, was identified. Most of the 
abstractions in this study are, therefore, based on literature and 
research findings of predominantly First World or developed countries 
and researchers. The First World focus provided an unique 
opportunity for this researcher to contribute to the gap in the 
literature. The underlying risk is the shortage of relevant published 
research by which to compare, verify and refine this study. Follow up 
studies to further validate IMOMI is, therefore, highly recommended. 
Existing domestic market orientation -measuring instruments were 
found not to be applicable for. measuring international market 
orientation in a Third World country like South Africa. These 
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measuring instruments were designed for situations quite different 
from the South African situation and were designed, tested and 
validated for domestic markets in predominantly First World 
countries and environments. This research focussed on 108 large 
JSE listed South African companies already substantially involved in 
international markets with the objective of learning from them. This 
researcher is of the opinion that the refined IMOMI focussing on 
international market orientation could contribute significantly to the 
performance of South African companies already engaged in or 
planning to enter international markets. The three existing domestic 
market orientation instruments were compared with the 
questionnaire (Appendix 1) to ascertain whether key issues pertaining 
to international market orientation were addressed. No scale items 
were added after the comparisons. A possibility for future research is 
a study comparing a company's domestic market orientation using 
any of the three existing instrument with its international market 
orientation using the refined 21 scale item instrument outlined in 
Appendix 4. 
These companies are predominantly white owned and the corporate 
culture in South African business is still predominantly Eurocentric 
although the great majority of the domestic consumer and labour 
market is African. Given the possible emergence of a new Afrocentric 
business culture in South Africa (supported by the ANC Government), 
as discussed in Chapter 3, the refined instrument should be used 
with caution in those companies. The refined IMOMI does account, to 
some extent, for the traditions and culture of the African majority 
participating in commerce and industry, but the research data was 
obtained from above mentioned large, predominantly white owned 
and managed JSE listed companies: It is recommended that the 
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I 
study be repeated with smaller South African companies involved in 
international marketing and also with black owned and managed 
companies. This would facilitate a comparison between the studies 
and simultaneously verify the reliability of this instrument. Similarly 
(as for this study), high Coefficient Alpha values would indicate a 
high degree of reliability. The refined instrument should ideally also 
be tested on a variety of South African companies in various sectors 
of commerce and industry. This would verify the applicability of the 
refined instrument for specific sectors of the South African economy. 
Repeat measures will establish a South African benchmark for 
international market orientation against which other companies in 
the same sector can measure their progress. 
It is recommended that the domestic market orientation of South 
African companies be measured, especially the same companies that 
have been included in this study. It would be an interesting 
comparative study, comparing the domestic market orientation score 
or index with the international market orientation score or index 
(Section 5.5.2). The relationship between a domestic market 
orientation and an international market orientation could also be 
investigated. 
Having to follow-up telephonically, and often fax another 
questionnaire to respondents, meant that they lost the anonymity 
which might have influenced them and biased the research findings. 
However, the covering letter (Appendix 1) assured anonymity when 
reporting the research findings and identified the researcher as an 
academic associated with a large and reputable academic institution. 
These factors should have reassured respondents and diminished the 
possibility of bias in their completion of the questionnaires. It is 
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recommended in future studies that more than one individual from 
each company is included as it would broaden the participation and 
quality of the data as responses from individuals within one company 
could be compared and analysed for consistency. Future research 
could focus on repeat measures to verify the instrument as well as its 
applicability, and to provide a basis for further benchmarking and 
generalising of the results. 
The reasons why South African companies engage in international 
marketing could be investigated. There might be various reasons, 
ranging from believing that they could be successful, the passion, 
drive and ambition of one or more individuals within a company, or 
driven by declining domestic profits and a weakening currency. The 
uncertainty and unpreparedness of the companies investigated is 
evident in the data extracted for scale item 10 in the simplified 
instrument, Table 6.1. The high score for neither agreeing nor 
disagreeing with the statement whether their companies offer a 
product or service tailored to the need of their international 
customers, is indicative of the uncertainty of dealing with 
international markets. The data has been obtained from the largest 
108 JSE listed companies already substantially engaged in 
international markets. It is, therefore, possible that other South 
African companies already engaged in, or planning to enter 
international markets, might experience similar uncertainties 
regarding the needs of their international customers. A study could 
also be conducted to assist these. new entrants with methods that 
South African companies are engaging and should be engaging when 
entering international markets. Examples of methods for entering 
international markets include using methods such as joint ventures, 
wholly owned subsidiaries and exporting (Chapter 2). 
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The qualitative and quantitative data obtained during this study 
enabled the gap in the current literature to be filled. The study 
indicated that an international market orientation could be defined 
and by implication be distinguished from other orientations, such as 
a domestic market orientation, an export market orientation or a 
production orientation. This study, including the refined instrument 
and model for international market orientation, provides a useful 
framework and benchmark for future research that would benefit and 
build upon the successes of South African companies already active 
in international markets. 
The thesis demonstrated the need, for more comprehensive research 
in the areas of international marketing, developing an orientation to 
international markets and the link between a company being 
international market oriented and its international business 
performance. Some areas for future research and more informal 
debate have, therefore, been indicated, which include the testing of 
the refined instrument on a number of South African companies and 
further refining the model. 
In conclusion, perhaps the refined IMOMI could assist in improving 
South Africa's global competitiveness, achieving the "African 
Renaissance" and "a better life for all" in "Africa's Century", as 
espoused by President Mbeki during his State of the Nation address 
at the opening of Parliament in Cape Town on 9 February 2001. It is 
this researcher's belief that companies utilising the refined 
instrument to measure, analyse and improve their orientation to their 
international markets, would improve their company's international 
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business performance and thereby collectively grow the South African 
economy. 
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APPENDIX 1: QUESTIONNAIRE 
Coverin:; Icttrr, }r. i2, ' ünr of A5 brochure format instrument. 
Dear Sir or Mad un: 
GLOBAL COMPETITIVENESS RESEARCH 
3 August 1998 
The Global Competitiveness Report ranked South Africa 42' out of 48 countries. With 
South Africa now a full member of the global village or rather global jungle, this is 
quite alarming. My name is Wouter Dreyer. I am researching market orientation as a 
major component of global competitiveness. The research forms part of my doctoral 
thesis. 
I would like to extend the opportunity to your company, being a major player in the 
South African and international market, to participate in this unique and original 
study. It entails the development of an international market orientation measuring 
instrument. This instrument can be utilised by companies as a type of thermometer to 
evaluate their international market orientation and will enable them to improve their 
global competitiveness. 
The qLi stiotumire should take no longer than 15 minutes to complete. You only have 
to indicate your level of agreement with each statement by crossing the 
appropriate block that most represents your view regarding YOUR COMPANY. 
There are no right or wrong answers. If you are unsure of a statement or do not know, 
kindly leave the statement unmarked. If your company is not involved in international 
business, please do not complete the questionnaire. 
EXAMPLE: 
We (referring to your company) will benefit from the international market 
orientation measuring instrument. 
Be assured of absolute confidentiality. You and your company will not be 
identified at all. The results will be based on averages and no individual responses 
will be reported. 
Thank you for your kind co-operation. Please fax your completed questionnaire back 
ASAP. To obtain a summary of the research findings, please enclose your details when 
faxing the questionnaire or contact me directly. 
Yours sincerely 
Wouter Dreyer 
Project Co-ordinator Tel. / Fax/ Messages (012) 362 0135 
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I CUSTOMER FOCUS 
SJ, p0yýý y 
ST, ýONý ýIf'ýýýF ýy'ýýýF 
FF 
1. We identify international customer needs 1 2 3 4 5 
We understand international customer needs and 
expectations 
1 2 3 4 5 
We identify changes in international customers needs and 
expectations 
1 2 3 4 5 
. We focus on international customer satisfaction 1 2 3 4 5 
We establish a long term relationship with international 
customers 
1 2 3 4 5 
We create value for international customers 1 2 3 4 5 
We are committed to our international customer 1 2 3 4 5 
We understand the culture of our international customers 1 2 3 4 5 
We establish international end-user needs 1 2 3 4 5 
2 INFORMATION 
10. We have an information system for the collection of 1 2 3 4 5 
international customer needs 
11. We meet at least once a year with international customers to 1 2 3 4 5 
discuss their needs 
12. Our marketing staff interacts directly with international 1 2 3 4 5 
customers 
13. International market information is used in our marketing 1 2 3 4 5 
decision making 
14. Information involving international customers is 1 2 3 4 5 
communicated quickly within our company 
15. International customer satisfaction data is distributed within 1 2 3 4 5 
our company 
16. Salespeople share international customer information 1 2 3 4 5 
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3 COMPETITORS 
17. We identify our international competitors 1 2 3 4 5 
18. We know our international competitors' strong and weak 1 2 3 4 5 
points 
19. We satisfy international customer needs better than our 1 2 3 4 5 
competitors 
20. We pre-empt our international competitors' plans 1 2 3 4 5 
21. We immediately counter campaigns by competitors that are 1 2 3 4 5 
focused on our existing international customers 
22. We supply our products and services more efficiently to our 1 2 3 4 5 
international customers than our competitors 
4 RESPONSIVENESS 
23. We react as soon as possible to changes in international 1 2 3 4 5 
customer needs and requirements 
24. We react as soon as possible to fundamental changes in the 1 2 3 4 5 
international marketing environment e. g. technology, 
legislation 
25. We respond as soon as possible to competitors' actions in 1 2 3 4 5 
our international markets 
26. We react as soon as possible to competitor price changes in 1 2 3 4 
our international markets 
27. We discuss changes in the international market within our 1 2 3 4 5 
company at least once per year 
1 1 
28. We implement our marketing plans timeously 1 2 3 4 5 
29. We exploit opportunities in international markets as soon as 1 2 3 4 5 
possible 
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5 SERVICE QUALITY 
30. We are committed to quality service when dealing with 1 2 3 4 5 
international customers 
31. We strive for excellence in international customer satisfaction 1 2 3 4 5 
32. We prepare solutions to possible problems in our 1 2 3 4 
international markets pro-actively 
33. We provide service quality which exceeds international 1 2 3 4 5 
customer expectations 
34. In our international markets, we benchmark ourselves against 1 2 3 4 5 
the best in the world 
35. We aim for zero defect in our international markets 1 2 3 4 5 
6 SYSTEMS 
36. We believe that international customer satisfaction is a 1 2 3 4 5 
prerequisite for growth 
37. Several of our departments get together at least once per 1 2 3 4 5 
year to plan for changes in the international marketing 
environment 
38. Oucompany acts on requests from international customers 1 2 3 4 5 
to modify a product or service 
39. All our departments are involved in planning our international 1 2 3 4 5 
marketing strategy 
0. All our departments contribute to creating international 1 2 3 4 5 
customer value 
1. Staff from each of our departments (marketing, production, 1 2 3 4 5 
finance and human resources) meet at least once a year with 
international customers 
2. Inter-functional co-ordination between our departments 1 2 3 4 5 
makes it possible to satisfy our international customers' 
needs 
3. We anticipate problems related to our international markets T 2 3 4 5 
4. We centralise all international customer information 1 2 3 4 5 
A MEASURE OF INTERNATIONAL MARKET ORIENTATION page 236 
APPENDIX 
7 CULTURE 
5. International customer focus is part of our corporate culture 1 2 3 41 51 
6. We differentiate between local and international customers 1 2 3 41 5 
7. We induce international customer needs for our existing local 
products 
1 2 3 4 5 
8. We emphasise quality when dealing with our international 
customers 
1 2 3 4 5 
9. We have specific international customer satisfaction 
objectives 
1 2 3 4 
50. We target specific international niche markets 1 2 3 41 5 
51. We actively identify international allies and partners 1 2 3 41 5 
52. The international marketing manager is included in our top 
management team 
1 2 3 14- 1--g- 
53. Our top management discusses international competitors' 
strategies 
1 2 3 4 5 
54. We know our international competitive advantage 1 2 3 4 151 
55. Ouinternational marketing strategy incorporates all 
functional areas (departments) within our company 
1 2 3 4 5 
6. We are sensitive to international environmental issues 1 2 3 4 5 
157. We strive to be the best international company in our field 1 2 3 4 5 
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8STRATEGY 
58. New products are developed to satisfy our international 1 2 3 4 5 
customers' needs 
59. We have a customised marketing strategy for each 1 2 3 4 5 
international target market 
0. International customer issues are decisive in the formulation 1 2 3 4 5 
of our international marketing strategy 
1. We anticipate changes in the international marketing 1 2 3 4 5 
environment 
2. We follow an entrepreneurial approach in reacting to changes 1 2 3 4 5 
in the international environment 
3. We strive towards international "icon" status for our brands, 1 2 3 4 5 
similar to Coca-Cola and Nike 
9 MANAGEMENT 
4. Top management in our company understands the 1 2 3 4 5 
international marketing environment 
5. Top management in our company is committed to developing 1 2 3 4 5 
international markets 
6. Top management in our company understands international 1 2 3 4-  5 
culture differences 
1 
7. Top management in our company has established formal 1 2 3 4 5 
structures for dealings with international markets 
68. Top management in our company is flexible in 1 2 3 5 
accommodating international customer needs 
69. OuManaging Director or CEO has a international vision for 1 2 3 4 5 
our company 
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10 RESEARCH 
0. We continuously scan the international marketing 
environment 
1 2 3 4 5 
1. We do research to determine international customer needs 1 2 3 4 5 
72. We detect changes in international customers' preferences 1 2 3 4 5 
73. We measure international customer need satisfaction 1 2 3 4 5 
74. We view international customer complaints as a source of 
information 
1 2 3 4 5 
5. We seek opportunities to satisfy the unsatisfied needs of our 
international customers 
1 2 3 4 5 
6. We anticipate the needs of international customers 1 2 3 4 5 
77. We measure the satisfaction of international end-users 
(consumers) of our products and services 
1 2 3 4 5 
11 MARKETING MIX 
8. We offer a product and service tailored to the needs of our 1 2 3 4 5 
international customers 
1 1 1 
9. We offer an international product or service that is superior 1 2 3 4 5 
compared to competitors 
80. We provide after-sales service to international customers 1 2 3 4 5 
1. We price products and services to satisfy international 1 2 3 4 5 
customers 
2. The benefits of products and services are conveyed to our 1 2 3 4 5 
international customers 
83. A different promotional campaign is developed for each of 1 2 3 4 5 
our international target markets 
84. We constantly innovate our international products and 1 2 3 5 
services 
85. We aim at dominating international distribution channels 1 2 3 4 
86. We strive to create a world-wide brand 1 2 3 4 5 
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12 TRAINING 
87. Our staff are capable of solving problems expressed by our 1 2 3 4 5 
international customers 
88. Our staff salaries are linked to international customer 1 2 3 4 5 
satisfaction 
89. Promotion of our staff is based on international customer 1 2 3 4 5 
satisfaction 
90. We recruit and select new staff to specifically focus on our 1 2 3 4 5 
international markets 
91. All our staff involved with international customers understand 1 2 3 4 5 
their needs 
92. Our staff are trained in dealing with international customers 1 2 3 4 5 
93. Our staff can develop a career in international marketing 1 2 3 4 5 
within our company 
94. Good employee relations exist between our local and 1 2 3 4 5 
international company staff 
95. Our manpower planning is based on international customer 1 2 3 4 5 
needs and expectations 
96. Our staff training programs include international customer 1 2 3 4 5 
relations 
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13 PERFORMANCE 
97. Oucompany is successful in international marketing 1 2 31 4 5 
98. International business constitutes a substantial part of our 
operation 
1 2 3 4 5 
I would estimate that international business constitutes approximately 
of our company's annual earnings or turnover. (PLEASE WRITE NUMBER) 
OPTIONAL: 
I would estimate our company's annual earnings or turnover at R 
(PLEASE WRITE NUMBER) 
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APPENDIX 2: VERBATIM COMMENTS 
>A case in point is Nando's/product innovation/tends more to be a 
given/but you can't position successfully if there is no 
substance/often the two work in tandem 
>A key to success is no compromising in any market/Levi's are double 
stitch, take it or leave it/they would never come out with a triple 
stitch/McDonald's also have the some product in every country 
>A lot of strong international brands are driven by one person/this 
means a total focus/look at Bill Gates 
>A lot of the internationals with large advertising budgets are able to 
be seen through the clutter/because there is nothing of a similar 
stature 
> Absolut Vodka is another excellent example of world branding 
because this transcends any culture/the success here was to 
customise according to local symbols/but it uses the same vehicle to 
do this/Absolut Gold or whatever/same applies to Benson & Hedges 
> Acknowledging that every person in the world has their own needs 
> Africa as it stands, has a vast, untapped resource/Africa has been 
very bad at selling itself/Mexico, for example, has elevated itself to 
world class status by painting walls green and pink/it takes something 
as simplistic as that/the simplistic Nike swish is very symbolic and 
has a huge impact on the market place 
> Being market driven 
> Colgate and Unilever are the classic examples of traditional and 
classical marketing 
> Competitors were reading trends in the market that they were too 
late to see/this was when Reebok starting identifying fashion trends 
in the shoe business/you therefore can't be so clever that you forget 
the base/there must therefore be some balance that the shoe is at 
least as good as competitors 
> Consistency of attitude/fine to be innovative and to have a campaign 
but you have to communicate this message consistently in every single 
country/the core of the message must be consistent over a period of 
time 
> Creative expression gets down to the hard sell, that is the time for 
the rational and functional benefits to be communicated/for example, Caterpillar would be top of your list in terms of salience 
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> Doing something different where complacency exists 
> Every encounter I have happens at the moment of truth with the 
customer 
> Have a global strategy but leave it open to local interpretation/this is 
the only way in which it really works 
> Having enormous contacts with the retail, wholesale, trade together 
with a very different positioning and advertising campaign with high 
advertising expenditure to dominate the category/motor car 
sponsorships to create brand awareness and anticipation/by creating 
a visual appearance/developing very strong brand image of America's 
number one oil/we therefore picked up an enormous market share 
quickly at the expense of the market leader, Castrol 
> Hyundai is a good example of doing things differently/you had the 
situation of a highly saturated car market/with a focus on smaller 
vehicles and Hyundai came in, putting up a plant in Botswana/giving 
superior service/this changed the whole market/we launched Pennzoil 
15 months ago and in this time took 6.5% market share of 240 million 
litres/we did this through being different from Castro)/we did things 
which the guys said you can't do/it is just a matter of doing things 
differently/we did not have the constraints like companies 
Unilever/we had the opportunity to do things differently/it is a 
matter of attitude/to do it differently was really understanding the 
market 
> Infinite variability is what it is about 
¢ Innovation can drive world status/is not always the way it is created 
> International market orientation is the same concept as market 
orientation but on a global scale 
> International markets taking a long time to develop, i. e. distribution, 
agents etc 
> It all comes down to knowing your market 
> It is a question of congruency and tailoring your resources very 
appropriately/there are a number of companies who don't do 
this/they don't orientate themselves to markets 
> It is infinite marketing to turn a non icon into an icon/are there any 
icons that are sitting in the area of pure functionally? /or are they all 
sitting in areas which are aspirational and luxury type purchases to a 
certain extent? /do they tend to be more expensive status symbols? 
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¢ It sometimes takes a guy like Bill Gates to say that I am going to be a 
step ahead of my competitors 
¢ Just in time marketing says that there is no approach that is a given 
at any point in time or for any number of people 
¢ Knowing their needs and tailoring products to suit these needs 
¢ Listening and responding to customer's needs/understanding the 
market and understanding their needs 
¢ Look how ABN Amro have entered the market so easily within such a 
complacent banking market 
¢ Many multi-nationals just take a product range and make all sorts of 
assumptions about market places/this is regardless of whether the 
products will be suitable/this includes channels of distribution/very 
often these multi-nationals know very little about the background of 
the country and the dynamics in that country/they take a hot shot 
sales person, given them projections and then tell them to go and sell 
¢ Market orientation includes all aspects of the mix including 
distribution channels, trade levels, point of sale, merchandising, 
packaging, etc. and then how the consumer responds to this and then 
adapting this to the consumer's needs 
¢ Market orientation is customerisation to the ultimate degree/this is 
being achieved to a greater extent in international markets relative 
to level of sophistication in the South African market 
¢ Market orientation may also involve leading the market/creating 
needs/making products look different/if you close your eyes you 
would not know the difference between Coca Cola and Sprite but they 
have been created into different products 
¢ Nike started to fall back during the times that they did not innovate 
¢ Perhaps some companies are too rigid in their thinking/this provides 
the opportunity for other more entrepreneurial companies to be 
successful with more flexibility/Fortune talks about flexibility and 
infinite variability to adapt to change/the Procter & Gambles and 
Unilevers of this world cannot think in any other way/they can only 
think in a certain way/that is the way their business is made 
up/Kellogg's fall into this paradigm 
¢ Procter & Gamble have a strategy where they will not come into a 
market if there is no television 
¢ Providing products and services to satisfy needs 
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> Some companies will come along and impose a global strategy on local 
markets/companies like McDonald's leave no room open for any local 
interpretation 
¢ Some of the same principles that apply to consumer marketing apply 
to business-to-business and industrial marketing/there is, however, a 
bigger contribution of the rational decision making 
process/particularly a product which is very technical/but you can 
still position it 
> South Africa is only getting there now/we are only now beginning to 
think outside of the box thinking of the past as this applies to our 
local market 
¢ South African companies are not equipped mentally and attitudinally 
to go out and get business internationally 
> South African companies are still babes in the wood with their 
approach to international marketing 
> South African companies see international marketing as very 
expensive 
> South African companies should open their eyes more to the concept 
of international marketing 
> Successful international companies are focused 
> The answer is in brands like Nike totally redefining the 
category/they are saying these are not shoes/Lux couldn't do it but 
Dove has redefined the category/added cream and moisturising 
benefits/Casio is not an icon, but Rolex is/there are a lot of airlines 
that are bigger than Virgin than the proverbial mile but they are not 
icons/British Airways can stand on its head but will never be an 
icon/Virgin is an icon/to make a brand an icon, you have to transcend 
the value system or to define a value system that exists/Bennetton's 
is an icon/if you have an icon then it is one of the most superb brands 
you can have/Reebok is an icon in some countries but is not a world 
icon like Nike/Nike with the swish/just do it/this is an attitude/not a 
traditional expression of what the brand is/it is not saying I have 
Reebok and they have these soles etc/it is the expression and 
attitude to create the desire/it is a global attitude rather than a 
global product/Porsche and Ferrari are icons/Microsoft is an 
icon/Hugo Boss/ Bi I labong/a lot of fashion brands/Cartier/Apple all 
are icons/looking for that common denominator that is the 
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challenge/something that stands out/that looks different/fresh/it is 
the attitude 
> The challenge is to look for the competitive advantage which is 
perceptually sustaining as well/we are also talking about a greater 
sense of sensitivity 
> The companies that have developed global products and services have 
tapped into the collective unconsciousness 
> The difference is between global thinking companies and other 
companies/so across the world, even though I cant deliver my 
product to them, I want to know that they know the brand/doing it in 
this way means that by the time a company enters a market, they 
have a captive market 
> The difficulty is that you have local management teams who want to 
make a mark and those basic pressures impact on the success/you 
therefore need to get the local buy-in to a global strategy/otherwise 
you will get local sabotage on global strategies/and not followed 
through to the maximum 
> The exceptions, of course, are the world icons, e. g. Levi's, Soviet 
Jeans, Coca Cola etc/by icon we are meaning something which is 
totally intangible/it is also something which is almost indispensable/it 
would be difficult, for example, to make soap an icon/Coca Cola or 
Levi's are not something you really need/you can buy other trousers if 
you like/a lot of brands have defined themselves as icons and have 
set world examples of the values society aspires to/the most amazing 
example of this was when Eastern Europe was opened up/even with 
the differences between the East and West being so vast, there 
were great inroads made by certain world icons/a world icon 
transcends what it is/it has become an institution like the church in 
some countries/in this case, these values determine what people want, 
determine what they aspire to, determine the fact that you have 
either arrived or not arrived etc/these world icons have become value 
systems way beyond the understanding of the traditional brand/they 
are way beyond satisfying customer's needs/this is at a very 
conceptual level/with these types of world icons, the less you tamper 
with them from country to country and leave them to be the icons 
they are, the more you re-define the local market by having them 
there/the moment you localise a world icon, you kill it/a lot of brands 
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that have been around for many years, like Lux, will never be able to 
be that, a brand like Kellogg's, I believe will never be there 
> The kind of information that a market oriented company really needs 
is not readily available/therefore they need to be sensitised to their 
market in an appropriate way/original research must be carried out on 
their markets % 
> The message is single-minded 
> The most successful international companies tend to be those which 
have concentrated on specific media and have dominated that 
media/have taken world sponsorships where you are exposed in mass 
media/a successful sponsorship may also elevate a brand to a. higher 
level/this means big companies, major commitments, huge media 
domination gets them this type of visibility and impact 
> The most tangible side of it is service/my bank product is different 
to yours, but I have a different name and a different job 
> The question is how to turn global brands like Lux, Kellogg's, Nestle 
into world class icons 
The South African market for years now has not had a particularly 
demanding local customer base 
> The success of Procter & Gamble is due to product innovation 
> The true multi-nationals have to stop looking at marketing as 
satisfaction of consumer needs but to transcend all markets on a 
global scale/to beam into the global market whether they are 
interested in that market or not/an example, we here in South Africa 
knew about McDonald's well before they came into the market/you 
saw articles in the newspaper about McDonald's/get their presence 
into markets before even contemplating entering that market 
> There are a number of international companies that have achieved 
international acceptance and recognition without having spent a lot of 
money/there are exceptions 
> There are, however, a number of international companies with global 
strategies which localise this strategy very successfully/adapting 
this to the local cultures/taking cognisance of the local nuances, i. e. 
differences between Whites and Blacks/a market as such is not just 
one large homogenous whole/it is segmented in a number of different 
areas/trying to understand is what market orientation is all about 
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> There is the question of distribution/Coca Cola achieved its success 
purely through distribution 
> There is the question of franchising and how this is impacting on 
distribution/there are a number of examples of franchisers starting 
to manifest themselves in the South African market/they are now 
becoming highly visible 
> There is, however, the possibility of 'me too' brands/because if a 
number of companies are doing what everyone else is doing, 
understanding the market etc, how do you differentiate? 
> These international companies are taking away all the profitable 
corporate clients 
> They do not have to tell us the food is nice/that is a given/they have 
not fallen into the trap of thinking that you have to keep on reminding 
customers about the intrinsics/the fact is, that if it was not a good 
tasting product, it would have gone out of business many years ago/it 
is more the identity that is created that is important/they came in 
with a different attitude 
> This includes a number of companies which develop global strategies 
and apply them locally without segmenting the South African market 
in any way/just applying a blanket strategy whether this fulfils the 
customer's needs or not 
> This is called niche marketing 
This is important for South Africa/we have moved along with regional 
brands/we are now in the global market/we are in the global 
symbolism which crosses all languages and this is the difference/the 
symbolism which is understand whether you are in China or 
Africa/when you see those images, they talk to you at one level/they 
reflect something in your life that you aspire to/the world is 
becoming more similar and less dissimilar 
> This is where a lot of companies make mistakes/they try something 
for a year and two years/then think, this is not working/then move 
away from it/as opposed to sticking to what you believe in and staying 
with this and taking a long term view 
> This may be through exposure in media that people have not been 
exposed to before/this makes people shift in the way they see the 
company/this also causes people to expect a lot more than they would 
have done/the example is Africa, when you think of Africa you think 
A MEASURE OF INTERNATIONAL MARKET ORIENTATION page 248 
APPENDIX 
of poverty and no electricity and yet M-Net is actually operating in 
45 African countries/you can go to a chief's hut and the chief will 
have a television and be watching M-Net 
To ask the questions: 'where is my market sitting at? ' 'Are there 
different products within the category to satisfy different 
needs? '/how can we talk to those different segments to meet needs? 
> Traditional companies are under threat from other companies coming 
into their market and doing things differently 
¢ We did not have the elements which makes the Japanese and 
American markets so competitive/competitiveness drives innovation 
and attitudinal shifts in the way you approach your market 
> We have lived in a society where there has been very little 
competition/we are terrified of competition 
> We have such a golden opportunity here and in the continent of 
Africa/the classical mistakes are the parochial thinking, patronising 
attitudes/ arrogance 
> We traditionally have not had strong local competitors/take Unilever, 
for example, they have been here for years without strong 
competition 
> What you need for a full market orientation is an even deeper 
understanding of your customer and your customer's needs in order to 
provide innovative solutions as opposed to just. using the traditional 
marketing tools 
You are paying a compliment to the market to know what their needs 
are rather, than just assuming what these are 
> You have some guys like Nike that have just shifted those paradigms 
and changed conventional thinking/they have broken all the rules/this 
has changed the way we are now thinking about marketing 
> Your products developed to meet customer needs 
> Your resources must be in tune with what is required for the 
market/many companies go up into Africa and appoint agents who do 
not have the background, stature, vision and understanding of what is 
required to market a range of products 
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APPENDIX 3: COMPARISON OF EXISTING INSTRUMENTS 
iRIENTATION 























Meet customers once 




Detect changes in 
customer preferences 
Poll end users once 
per year to access 
quality of products 
and services 
Detect fundamental 
shifts in the industr 





focus on customer 
satisfaction 
Decisions based on 
available market 
information 
Identify changes in 
customer needs and 
preferences 
Market offer for each 
target market 
Market offer superior 
to competitors 









is part of the 
corporate culture 
Customer problems 
are viewed as ar 
source of information 
Customer issues area 
decisive in the 
formulation of 
mission, strategy and 
objectives 
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React effectively to 
changes in the 
environment 
The marketing 













































clients are known 
quickly within the 
SBU 
ConvcyS slic need 
satisfying benefits of 
its market offer to 
the target market 
Information system 
for the collection of 
customer needs. 
Uses the market 




is included in the top 
management 
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Target opportunities Customer Strategy according to 
for competitive satisfaction data are the needs, forces and 
advantage disseminated to all in opportunities of the 
the SBU market 
Competitor Entrepreneurial 
information is shared approach in reacting 
between departments to trends and 
changes in the 
external environment 
Satisfy customer 
needs better than 
competitors 
Determines both 
current and future 
customer needs 
Seeks opportunities 
to satisfy the 
unsatisfied needs of 
customers 
Determine who 
customers are, what 
their needs are and 
how to satisfy them 
Customer 
satisfaction is a 
prerequisite for 















Respond to changes 




Ahilitv to tiik<" 
decisive marketing 
decisions 
Learn more about 
the needs and 
preferences of 
customers 
Improves the quality 
and efficiency of its 
products and service 
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All functions Departments plan Delivers fast and 
contribute to response to changes efficient service 
customer value in business 
environment together 
Share resources with Respond to Accepts the 
other business units campaigns of major responsibility to 
competitors satisfy customer 
needs and 
expectations 
Activities of Training programs 








services are modified 
to customers needs 
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APPENDIX 4: REFINED IMOMI INSTRUMENT 
IMOMI (International Market Orientation Measuring Instrument) 
DIMENSION 1 
INTERNATIONAL RESPONSIVENESS 
O/sýGýýF I `yAýýF 
1. We respond as soon as possible to competitors' actions in 1 1213 4 5' 
our international markets 
2. We react as soon as possible to changes in international 12345 
customer needs and requirements 
3. Top management in our company understands the 12345 
international marketing environment 
4. Top management in our company has established formal 12345 
structures for dealings with international markets 
5. We react as soon as possible to fundamental changes in 12345 
the international marketing environment e. g. technology, 
legislation 
6. We immediately counter campaigns by competitors that 12345 
are focused on our existing international customers 
7. We are committed to quality service when dealing with 12345 
international customers 
8. We aim for zero defect in our international markets 12345 
-------- --- ------ 9. In our international markets, we benchmark ourselves 12345 
against the best in the world 
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DIMENSION 2 
INTERNATIONAL MARKETING PLANNING 
10. We offer a prodU_ et onci service tailored to file needs of 1' 2 3 4 5 
our international customers 
11. We have an information system for the collection of 1 2 3 4 5 
international customer needs 
12. Our Managing Director or CEO has a international 1 2 3 4 5 
vision for our company 
13. We offer an international product or service that is 1 2 3 4 5 
superior compared to competitors 
14. Our staff training programs include international 1 2 3 4 5 
customer relations 
15. We strive towards international "icon" status for our 1 2 3 4 5 
brands, similar to Coca-Cola and Nike 
1ö. We strive to be the best international company in our 1 2 3 4 5 
field 
17. We aim at dominating international distribution 1 2 3 45 
channels 
DIMENSION 3 
INTERNATIONAL PERFORMANCE ORIENTATION 
18. We I easure 111teI-I1at1U11a11 eusto)Iller I ced Sýllis1action 1 
19. We view international customer complaints as a source 1 
of information 
20. We continuously scan the international marketing 1 
environment 
21. We do research to determine international customer 1 
needs 
4 
23 -4 5 
2 F3 T4 
2 J4 
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APPENDIX 5: SENSUS POPULATION 
Company 1997 1996 1995 1994 1993 
1 SA-BREWS 32,597.50 32,597.50 25,284.40 21,966.70 21,694.78 
2 CGSMITH 26,184.40 26,184.40 23,602.20 20,876.50 19,191.70 
3 AMIC 23,717.00 23,717.00 20,522.00 16,938.00 8,789.00 
4 CGS-FOOD 18,665.60 18,665.60 16,775.60 15,330.30 13,940.50 
5 BARLOWS 17,810.70 17,810.70 15,945.60 12,873.60 37,978.00 
6 MALBAK 17,649.00 17,649.00 15,508.00 12,611.00 11,002.00 
7 PREM-GRP 15,999.08 15,999.08 16,406.78 14,430.75 10,151.10 
8 PEPKOR 15,931.96 15,931.96 9,684.63 8,247.05 7,763.90 
9 SAPPI 15,271.10 15,271.10 17,098.80 5,540.60 4,677.00 
10 TIGR-OATS 13,630.00 13,630.00 11,978.70 10,975.50 10,039.40 
11 SASOL 13,545.00 13,545.00 11,954.80 9,841.80 8,247.4C 
12 A-V-I 13,412.40 13,412.40 12,320.80 9,667.00 8,318.7C 
13 ISCOR 11,602.00 11,602.00 11,161.80 9,827.10 8,825.1 C 
14 ENGEN 10,870.00 10,870.00 9,004.00 8,450.00 7,719. OC 
15 M&R-HLD 10,746.50 10,746.50 9,283.30 7,765.20 6,779.0( 
16 SHOPRIT 10,183.25 10,183.25 6,363.64 5,495.40 5,254.6' , 
17 WOOLTRU 9,711.30 9,711.30 8,108.00 6,676.50 5,560.5( 
18 MCRTAIL 9,324.69 9,324.69 8,002.98 6,171.88 5,266.6: 
19 RICHEMONT 9,275.80 9,275.80 8,394.10 7,954.90 7,671.3( 
20 PICKNPAY 9,169.40 9,169.40 7,919.50 _ 6,685.90 6,423.5( 
21 METCASH 7,580.42 7,580.42 6,681.25 5,553.33 5,202.9( 
22 AECI 7,506.00 7,506.00 6,705.00 5,547.00 5,968.0( 
23 TEGKOR 7,356.00 7,356.00 5,365.00 4,700.70 
24 TIB 7,356.00 7,356.00 5,365.00 4,700.70 4,001.91 
25 NAMPAK 6,572.10 6,572.10 5,896.70 4,790.80 543.71 4 
26 SAFREN 6,556.80 6,556.80 5,814.70 5,075.90 , 4 477.81 
27 IMPERIAL 
- 
6,421.61 6,421.61 2,667.78 ---- ----- 1,488.96 , - 1,086.6 
28 WESCO 6,349.61 -- 6,349.61 - ------- --- 6,160.77 4980.46 4,645.8 
29 TOYOTA 6,208.15 6,208.15 6,038.39 4,937.22 4,638.1 
30 EDGARS 5,325.80 5,325.80 _ 4,265 20 3,678.80 3,182.3 
31 REUNERT 4,914.90 4,914.90 4,742.64 3,512.16 2,367.6 
32 METKOR 4,912.90 4,912.90 3,080.83 3,080.83 2,776.6 
33 SENTRCHEM 4,894.04 4,894.04 3,749.25 2,795.28 2,623.3 
34 ALTRON 4,627.31 4,627.31 3,895.91 3,244.67 2 719.3 
35 VENTRON 4,627.31 - 4,627.31 3,895.91 3,244.67 , 2,719.3 
36 DORBYL ----- 4,618.00 ---- 4,618 00 2,884.58 2,884.58 2 590.2 
37 PLATE-GL 4,528.58 4,528,58 3,772.40 3,236.97 , 2,774. E 
38 BIDCORP 
- 
4,166.681 A, 166.68 
39 BIDVEST -- - 4,166.68 __ - 4,166.68 3,432.15 - -- -- 2,560.70 775. E 
40 GRINAKER 4,145.00 4,145.00 - -- 3,760.93 - --- -- 2,783-. 31 2,278.1 
41 TONGRAT 4,124.68 4,124.68 4 417.45 3,972.28 3,872. i 
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42 FORWARD 3,656.05 3,656.05 1,635.32 3,146.90 3,563.78 
43 CONSOL 3,320.00 3,320.00 2,978.70 2,442.90 2,165.70 
44 DELCORP 3,301.15 3,301.15 1,879.13 1,597.47 1,556.28 
45 DELFOOD 3,301.15 3,301.15 1,837.92 1,546.12 1,397.41 
46 DELHOLD 3,301.15 3,301.15 1,879.13 1,597.47 1,556.28 
47 FOODCRP 3,238.00 3,238.00 3,088.00 2,755.00 2,657.00 
48 POLIFIN 3,209.00 3,209.00 2,994.00 1,150.00 
49 L-T-A 3,016.00 3,016.00 2,511.00 2,346.00 2,993.00 
50 SA-DRUG 3,004.00 3,004.00 2,468.00 2,150.00 1,835.74 
51 ICS 2,907.01 2,907.01 2,912.25 2,831.58 2,443.71 
52 HIVELD 2,705.30 2,705.30 2,535.03 2,138.12 1,685.15 
53 KERSAF 2,649.83 2,649.83 2,428.29 2,217.22 2,026.93 
54 G5HOLD 2,494.83 2,494.83 2,249.06 1,847.07 1,488.02 
55 GROUP-5 2,494.83 2,494.83 2,249.06 1,847.07 1,488.02 
56 PEP 2,384.59 2,384.59 1,738.48 1,457.93 1,356.13 
57 BOUMAT 2,374.53 2,374.53 1,638.21 1,298.65 1,221.69 
58 SEARDEL 2,340.19 2,340.19 1,464.74 1,151.31 1,068.61 
59 KOHLER 2,335.50 2,335.50 3,073.70 2,801.40 2,571.40 
60 OTK 2,298.60 1,963.90 
61 GRINTEK 2,230.50 2,230.50 2,043.95 1,697.71 1,375.68 
62 I-&-J 2,225.81 2,225.81 2,118.01 1,774.16 1,649.47 
63 FOSCHINI 2,183.30 2,183.30 1,787.53 1,442.44 1,161.41 
64 SI SA 2,160.71 2,160.71 1,498.99 1,340.02 1,176.60 
65 POWTECH 2,158.32 2,158.32 1,813.88 1,537.84 1,092.98 
66 LONRHO 2,146.00 2,146.00 2,111.00 1,964.00 2,700.00 
67 JDGROUP 2,135.63 2,135.63 1,884.31 1,638.32 457.30 
68 AFROX 2,009.71 2,009.71 1,723.24 1,439.17 1,209.93 
69 OMNICOR 1,989.61 1,989.61 1,708.35 1,823.60 1,653.04 
70 GRINCOR 1,940.37 1,940.37 1,940.37 726.66 704.70 
71 SILTEK 1,911.94 1,911.94 1,747.60 1,412.32 1,120.44 
72 IBMSA 1,911.27 1,911.27 1,911.27 1,709.04 1,238.04 
73 RAINBOW 1,881.18 1,881.18 1,706.03 1,636.58 1,545.57 
74 HOECHST 1,857.63 1,857.63 1,753.49 1,524.08 
75 KOLOSUS 1,808.55 1,808.55 1,425.09 1,213.66 
76 SFW 1,767.20 1,767.20 1,439.24 1,229.13 1,034.22 
77 ILLOVO 1,764.28 1,764.28 1,574.80 1,205.34 1,175.73 
78 ALPHA 1,727.59 1,727.59 1,453.92 1,140.54 877.16 
79 ED-LBATE 1,697.06 1,697.06 1,469.22 1,126.68 667.47 
80 HAGG IE 1,636.03 1,636.03 1,625.12 1,378.08 1,223.85 
81 HLH 1,628.29 1,628.29 1,419.97 1,269.79 758.44 
82 HUNTCOR 1,628.29 1,628.29 1,419.97 1- 1,269.79 758.44 83 NASPERS 1,610.90 1,610.90 1,177.12 1,023.01 
84 ALTECH 1,592.91 1,592.91 1,338.13 1,077.36 1,023.01 
85 S&SHOLD 1,563.00 1,563.00 1,488.94 1,334.16 1,103.98 
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86 STOCKS 1,563.00 1,563.00 1,488.94 1,334.16 1,103.98 
87 PPC 1,555.48 1,555.48 1,247.62 1,327.57 884.62 
88 DISTIL 1,532.58 1,532.58 1,247.87 1,068.27 1,082.20 
89 VOLTEX 1,509.21 1,509.21 1,419.19 1,049.70 1,006.37 
90 ADCOCK 1,501.69 1,501.69 1,165.77 1,009.00 971.47 
91 ABI 1,481.00 1,481.00 1,412.30 1,201.70 1,157.36 
92 CNAGALO 1,459.00 1,459.00 1,273.26 1,089.91 967.28 
93 SERVGRO 1,352.34 1,352.34 1,139.17 966.30 921.39 
94 CADSWEP 1,329.84 1,329.84 1,128.78 940.36 818.39 
95TRENCOR 1,316.69 1,316.69 1,104.45 853.90 740.59 
96 WALTONS 1,262.03 1,262.03 1,021.82 861.25 788.07 
97 MIH 1,249.03 1,249.03 1,120.43 375.70 
98 AM REL 1,245.77 1,245.77 1,325.46 1,050.71 1,251.49 
99 NUCLICKS 1,137.38 1,137.38 
100 HUDACO 1,105.46 1,105.46 786.55 644.71 556.11 
101 AFCOL 1,102.49 1,102.49 1,028.93 860.10 788.62 
102 ELLERINE 1,101.79 1,101.79 962.95 839.36 757.69 
103 PERSTEL 1,079.43 1,079.43 775.84 
104 CHEMSERVE 1,071.90 1,071.90 899.58 742.39 601.88 
105 OMNIA 1,062.99 1,062.99 834.21 683.33 616.92 
106 CMH 1,051.94 1,217.71 984.07 698.02 555.20 
107 PLESSEY 1,035.45 1,035.45 
108 SPECLTY 1,027.36 1,027.36 626.39 482.53 368.81 
109 PERSKOR 1,019.16 1,019.16 801.58 759.11 708.91 
110 DI DATA 1,019.03 1,019.03 719.80 218.37 110.78 
111 CHARTER 999.90 999.90 1,127.70 970.60 1,204.80 
112 BATEPRO 997.84 997.84 58.14 27.68 40.68 
113 INDNEWS 991.97 991.97 872.23 560.85 
114 CAXTON 965.80 965.80 686.76 628.72 583.71 
115 CTP 965.80 965.80 686.76 628.72 583.71 
116 BONNITA 960.73 960.73 844.78 754.34 
117 LANGEBERG 959.94 959.94 861.99 819.46 755.17 
118 METAIR 887.03 887.03 834.30 652.58 565.13 
119 CASHBIL 882.04 882.04 609.71 545.74 328.03 
120 FINTECH 876.08 876.08 743.90 629.46 602.24 
121 CONCOR 875.59 875.59 729.15 632.32 488.21 
122 MICIND 856.08 856.08 826.71 663.83 560.26 
123 BTRDUN 835.03 835.03 803.56 777.71 689.53 
124 OCFISH 825.66 825.66 593.42 454.41 362.34 
i 1-a-114 ? 5[i. "14 t$L3.14 7Z(. b4 577.20 495.16' 
126 WBHOVCO 804.00 804.00 164.88 148.27 147.83 
127 CONSHU 781.71 781.71 709.36 514.97 630.78 
128 SUNCRUSH 770.34 770.34 708.05 616.24 572.04 
129 CONFRAM 730.89 730.89 776.90 645.86 1 628.26 
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130 FRAME 730.89 730.89 776.90 645.86 628.26 
131 LENCO 727.48 727.48 822.88 671.87 594.06 
132 LONSUGR 723.78 723.78 590.17 423.52 463.83 
133 CHROME 716.52 716.52 610.19 191.33 
134 CMI 696.55 696.55 476.55 269.39 226.20 
135 UNITRAN 693.80 693.80 490.98 436.11 357.20 
136 PORTHLD 673.24 673.24 405.49 333.55 269.00 
137 Q-DATA 667.63 667.63 510.27 271.22 203.67 
138 GENTYREA 665.58 665.58 274.80 571.87 560.54 
139 BELL 658.08 658.08 515.21 394.23 
140 BATECOR 656.37 656.37 656.37 522.53 
141 M-NET 650.07 650.07 523.73 620.86 727.68 
142 MEDCLIN 635.30 635.30 385.35 246.74 
143 MOREGRO 600.52 600.52 481.80 316.69 318.82 
144 BASREAD 583.60 583.60 386.39 621.59 381.59 
145 PUTCO 578.96 578.96 551.56 479.66 
146 NEI-AFR 567.94 567.94 478.56 409.93 475.42 
147 TELJOY 567.15 567.15 358.18 171.62 176.83 
148 DELTA 562.72 562.72 483.57 451.22 364.30 
149 PORT 554.61 554.61 459.89 429.46 420.94 
150 CEMENCO 549.60 549.60 407.08 300.30 263.68 
151 T-M-L 530.61 530.61 435.08 377.65 348.27 
152 MCPHAIL 520.60 520.60 218.60 397.81 262.69 
153 ALEXNDR 513.58 513.58 416.91 375.38 323.38 
154 FRALEX 513.58 513.58 416.91 375.38 323.38 
155 ROMATEX 505.30 505.30 517.80 755.30 707.50 
156 SMART 469.01 469.01 272.25 222.13 190.97 
157 BOLTONS 467.00 467.00 481.05 0-8.02 376.75 
1581NTELES 462.46 462.46 407.44 426.80 426.05 
1591VH 441.40 441.40 412.20 324.50 
160 CHOICE 432.20 432.20 234.40 114.48 39.28 
161 USKO 431.84 431.84 434.14 289.87 205.01 
162SEAHARV 418.45 418.45 360.91 329.19 397.67 
163 MIDAS 405.99 405.99 476.47 251.69 293.06 
164 SCHARIG 405.54 405.54 343.60 251.73 156.15 
165 UTICO 397.98 397.98 371.45 453.29 606.94 
166 TELTRON 373.56 373.56 335.81 
167 PROFURN 371.39 371.39 371.39 232.96 134.17 
168 TIHOLD 360.58 360.58 238.58 155.98 104.23 
169 TIWHEEL 360.58 360.58 238.58 155.98 104.23 
170 CULLINAN 342.34 342.34 345.52 425.97 430.16 
171 HSEWARE 341.75 341.75 211.12 
172 DAEWOO 332.63 332.63 91.54 44.20 To 
173 NI NIAN 328.64 1- 328.64 324.05 275.3 9 240.68 
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174 LESRNET 322.28 322.28 178.58 120.30 89.59 
175 BEARMAN 310.43 310.43 262.33 200.04 154.93 
176 DA-GAMA 309.05 309.05 305.71 266.63 254.09 
177 GUBINGS 304.04 304.04 371.23 248.59 237.26 
178 OZZ 297.95 297.95 263.37 220.75 124.47 
179 COATES 297.32 297.32 267.25 221.09 192.55 
180 HOWDEN 295.49 295.49 
181 FRIDGEM 290.79 290.79 
182 SUPRGRP 285.33 285.33 103.66 87.93 
183 WINBEL 279.40 279.40 253.44 218.89 204.49 
184 WINHOLD 279.40 279.40 253.44 218.89 204.49 
185 JOHNNIC 279.20 279.20 1,604.30 2,919.10 2,628.00 
186 TOCO 274.83 274.83 432.30 367.95 191.21 
187 UNISPIN 271.67 271.67 258.67 200.42 127.50 
188 CONTROL 268.75 268.75 199.92 100.31 73.85 
189 SABVEST 265.61 265.61 265.61 232.53 2.49 
190 LASER 263.58 263.58 263.38 204.12 119.31 
191 M-CELL 254.33 254.33 
192 NORBAKE 251.91 251.91 221.68 125.90 89.26 
193 BOLWEAR 251.37 251.37 277.12 228.51 201.39 
194 SAB-IND 247.65 247.65 247.65 215.60 62.97 
195 NUWORLD 247.38 247.38 174.47 112.86 74.58 
196 CHUBB 244.61 244.61 214.66 189.96 176.42 
197 GRIFFIN 239.62 239.62 115.42 57.43 
198 INVICTA 233.00 233.00 196.99 53.79 53.79 
199 CITYHLD 232.91 232.91 102.46 47.50 38.26 
200 SPICER 232.91 232.91 102.46 42.01 7.03 
Sales value in million of Rands - R'000 000 
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APPENDIX 6: PARTICIPATION INVITATION 
15 January 1998 
«JobTitle» 





Dear «Title» « LastName» 
INTERNATIONAL MARKET ORIENTATION 
The World Competitiveness Report in 1995 ranked South Africa 42"d out of 
48 countries. With South Africa now a full member of the global village or 
rather global jungle, this is quite alarming. My name is Wouter Dreyer and I 
am doing research in the field of international market orientation as a major 
component of global competitiveness. The research forms part of my doctoral 
thesis. 
I would like to extend the opportunity to your company, being a major player 
in the South African and international market, to participate in this unique and 
original study. It entails the development of an international market 
orientation instrument that can be utilised by companies as a type of 
thermometer to measure their international market orientation and track it 
over time. It will indicate relative strengths and weaknesses in specific 
dimensions of market orientation. This breakthrough study should enable 
companies to predict and evaluate international marketing success. 
My commitment to your company is a copy of the research findings and the 
opportunity to be one of the first companies to have its international market 
orientation assessed. In return I only expect time from yourself and some of 
your staff. The time involved is approximately 45 minutes from yourself to 
peruse, critique and suggest improvements on the instrument that I will fax to 
you soonest. This is to pre-test and refine the instrument which consists of a 
number of statements to be scored on a 5-point scale. 
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I also require 15 minutes from as many staff members as possible (preferably 
100 for reliability) involved in marketing, sales and finance to complete the 
refined instrument. I will deliver the instruments to your office. Each of the 
instruments will have a cover letter explaining the study and instructions 
regarding completion attached to it. The cover letter will also reassure the 
respondent of confidentiality and of your support for the research. It will be 
appreciated if you could distribute the instruments via your internal mail and 
collect the completed instruments again. I will then collect the completed 
instruments from you. As this will require quite some administration, I want to 
suggest that you designate a person within your company with whom I can 
liase. 
Could you kindly fax the attached page back to me indicating your 
participation? Should you require any additional information or have any 
queries, please feel free to contact myself. 
Be assured of absolute confidentiality. You and your company will not 
be identified at all. Thank you for your time. I believe that the research 




Tel/Fax/Messages (012) 362 0135 











(012) 362 0135 
(012) 362 0135 
INTERNATIONAL MARKET ORIENTATION 
Q YES, my company will participate. Fax the instrument for my perusal 
and critique soonest. We are willing to have an employee participate 
in completing the refined instrument. The contact person is 
at telephone number 
and fax number 
The physical address for delivery is: 
Q NO, my company will not participate. 
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APPENDIX 7: PRE-TEST INSTRUMENT 
FAX 
TO: «TITLE» «FIRSTNANIE» <d. ASTNAME» FROM: WOUTFR DRFYER 
FAX: «WORKFAX» PAGES: 5 INCLUDING TIIIS ONE 
PHONE: «WORKPIIONE» DATE: 1998-03-06 
RE: INTERNATIONAL MARKET ORIENTATION CC: 
Q URGENT Q REVIEW Q PLEASE COMMENT PLEASE REPLY 
Dear «FirstName» 
Will you kindly assist me with my dissertation, which entails the 
development of an international market orientation measuring 
instrument? 
Attached is the instrument that will be sent to South African 
companies involved in international marketing. The main objective of 
my study is to reduce the items in the attached instrument to those 
most indicative of international market orientation. 
All I require from you as an authority on marketing and business, is 
to: 
V Complete the instrument as if you are employed by or 
managing a South African company involved in 
international marketing. 
V Critique ALL ASPECTS of the attached instrument, 
including the cover letter, clarity of instructions, focus of 
statements, flow, layout or any peculiarities. 
You can phone, fax, mail, e-mail or visit me with your comments. 
There are two movie tickets for the most critical assessment (Regret, 




Tel/Fax/Messages (012) 362 0135 
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APPENDIX 8: PRE-TEST INSTRUMENT DATA BASE 
Title FirstName LastName Company WorkFax 
Mr Peter Best De Montfort 
University SA 
011 883 6285 
Prof Christo Bisschoff Potchefstroom 
University 
018 299 1442/8 
Mr Leon Cohen PG Bison 011 353 3500 
Mr Andrew Gilbert Penny Pinchers 021 460 9300 
Ms Mariaan Gouws Technikon SA 011 471 2959 
Mr Gary Graham Schneider 
Automation 
27 11 802 1812 
Ms Nicola Higgs wits (011) 716-5117 
Mr Andre Horne Donn Products 011 825 7322 
Mr Frans Human Everite 011 903 8049 
Prof Ernst Neuland University of 
Pretoria 
By Hand 
Dr Giel Nieman University of 
Pretoria 
By Hand 
Mr Haig Orr Cashbuild 011 494 4330 
Ms Rina Owen Pretoria Universi By Hand 
Prof Gustav Puth University of 
Pretoria 
By Hand 
Ms Carol Rangecroft Researcher By Hand 
Mr Derek Reardon Owens Corning SA 
(Pty) Ltd 
011 813 1226 
Ms Levela Rickard De Montfort 
University UK 
By Courier 
Prof Adre Schreuder University of 
Pretoria 
By Hand 
Mr Andrew Scott Owens Corning SA 011 813 1226 
(Pty) Ltd 
Mr Grant Snowden Gypsum 011 804 4218 
Industries 
Prof Gavin Staude Rhodes University 0461 318245 
Dr Ethne Swartz _ De Montfort By Courier 
University UK 
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SI 03 346.648163 1588.468750 39.855598 0 
. 332134 
0.978147 
SI 04 318.462952 1451.952271 38.104492 0.357276 0.979022 __ 
SI 05 305.888885 1373.395020 37.059345 0.561774 0.913635 0.978869 
SI 06 305.851837 1373.348389 37.058716 0.574235 0.906854 0.978855 
SI 08 346.500000 1588.490601 39.855873 0.325540 0.978155 
SI 09 305.777771 1375.228394 37.084072 0.594841 0.891423 0.978842 
Si 11 306.101837 1377.109985 37.109432 0.503085 0.895113 0.978938 
SI 12 306.175934 1376.663452 37.103416 0.483233 0.874574 0.978964 
SI 14 306.361115 1372.600952 37.048630 0.580242 0.907509 0.978848 
SI 15 306.444458 1381.376465 37.166874 0.461980 0.894354 _ 0.978981 




0.364533 0.837282 0.979077 
SI 17 - 305.351837 1367.894775 36.985062 - - 0.580841 --- -- - ---- 0.947830 - 0.978846 
SI 18 306.037048 1379.776245 37.145340 0.471812 0.864414 0.978971 
sl 19 306.250000 1374.576294 37.075279 0.572215 0.897183 0.978860 
S120 306.675934 1377.256104 37.111401 0.521973 0.897034 0.978917 
S126 305.555542 1371.135742 37.028851 0.5936545 0-91 9931 0.978819 
SI 27 305.888885 1376.172729 37.096802 0.484612 0.877359 0.978963 
S128 346.592590 1594.111816 39.926331 0.246262 0.978206 
SI 29 306.092590 1383.806274 37.199547 0.413203 0.873042 0.979030 
S131 305.342590 1375.225342 ----- 37.084030 --- - ----- 0.571333 0.921864 0.978863 
S132 306.046295 1382.507080 37.182079 0.421688 0.913745 0.979024 
SI 33 305.750000 1374.206055 37.070286 0.560269 0.931319 0.978872 
SI 37 306.240753 1370.331055 37.017982 0.594471 0.815785 0.978828 
S138 306.277771 1385.330200 
- 
37.220 24 0.373322 0.870925 0.979071 
SI 39 306.564819 --- 1370.597656 ---- --- 37.021584 - 0.518032 0.881248 0.978936 
S140 306.416656 1372.798584 37.051296 0.572764 0.906067 0.978856 
S141 306.657410 
-- 
1374.336426 37.072044 0.512674 0.948866 0.978930 
S142 306.268524 1376.751831 -- 37.104607 0.572841 0.911970 0.978868 
S143 306.472229 1383.156738 37.190815 0.398921 0.882145 0.979050 
S146 346.453705 1587.488525 39.843300 0.242369 0.978351 
S147 - 306.083344 -- 1377.409790 --- - -- --- 37.113472 -- - -- 0.4564-91 0.932402 0.978999 
SI 48 305.648163 1375.765137 37.091309 0.573834 0.820295 0.978863 
SI 49 305.740753 1 367.451294 36.979065 0.5907216 0.884261 0.978758 
SI 50 _ 305.648163 1357.209473 36.840324 0.560646 0.945264 0.978961 
SI 51 305.611115 1372.126465 37.04222 5 0.511123 0.922297 0.978940 
SI 52 305.888885 1366.913574 _ 36.971-79-4- -0.54-0573 0.916883 0.978918 
SI 53 305.990753 1369.324097 --- -- --- 37.004379 - 0.598287 0.883384 0.978822 
SI 54 306.231476 1369307373 
- 
37.004154 0.590224 0.911387 0.978778 
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ELIMINATED SCALE ITEMS (CONTINUE) 






















S159 306.287048 1367.723267 36.982742 0.588422 0.877684 0.97883( 
S160 305.953705 1369.340454 37.004601 0.562610 0.844773 0.97887( 
SI 61 346.703705 1592.208618 39.902489 0.263879 0.978204 
SI 62 306.314819 1380.845459 37.159729 0.462821 0.855361 0.978981 
SI 66 306.250000 1379.835571 37.146137 0.458446 0.942512 0.97898' 
S168 305.944458 1383.737549 37.198624 0.406862 0.895344 0.9 7903' 
SI 72 318.083344 1457.557739 38.177975 0.331078 0.979006 . 
S175 306.157410 1369.095703 37.001293 0.576433 0.903230 0.97885 
S176 306.398163 1383.498901 37.195415 0.405561 0.878814 0.97904 
S180 306.148163 1371.681641 37.036221 0.580412 0.845164 0.97884 
S181 305.935181 1369.968140 37.013081 0.545191 0.900699 0.97889 
S182 305.981476 1378.870117 37.133141 0.498996 0.870065 0.97894 
S183 346.944458 1591.719116 39.896355 0.265362 0.978208 
SI 84 306.222229 1378.006226 37.121506 0.547756 0.829422 0.97889 
SI 86 306.203705 1369.051147 37.000690 0.528593 0.908746 0.97892 
SI 87 305.907410 1374.843384 
-- 
37.078880 0.578514 0.855622 0.9788E 
SI 88 347.351837 1584.246460 39.802593 -- 0.320323 ------ 0.978214 ------- 
SI 89 318.675934 1452.237549 38.108234 0.365485 0.979003 
SI 90 306.879639 1381.050415 37.162487 0.390988 0.839310 0.97907 
S191 305.935181 1370.449341 37.019581 0.585996 0.871768 0.9788: 
S194 346.231476 1584.122192 -- 39.801033 - -- ----- 0.325167 - 0.978206 
S195 347.166656 1591.213013 39.890011 0.220619 0.978308 
Summary for scale: Mean=309.602 Std. Dv. =37.6129 Valid N: 108 
Cronbach's alpha: . 
979077 Standardised alpha: . 
978950 
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StDv. if Itm-Totl 
deleted Correl. 
18.481380 0.677145 









SI 10 127.074100 343.976000 18.546590 0.642595 0.648330 0.968023 
SI 13 127.046300 337.433000 18.369350 0.727377 0.747748 0.967553 
SI21 127.046300 337.840400 18.380440 0.686080 0.727521 0.967800 
SI22 127.675900 340.719000 18.458580 0.733599 0.688891 0.967572 
S123 127.203700 344.514100 18.561090 0.614846 0.699256 0.968148 
S124 126.601900 340.758100 18.459630 0.702461 0.740661 0.967708 
---- S125 126.981500 343.962600 18.546230 0.614790 0.615884 0.968145 
SI30 126.666700 343.981500 18.546740 0.631751 O. 7_13450 0.968069 
SI34 126.564800 339.838400 18.434710 0.737550 0.854913 0.967532 
SI35 126.611100 339.422800 18.423430 0.752122 0.860924 0.967458 
SI 36 127.009300 335.990600 18.330050 0.757872 0.785756 0.967377 
SI44 126.990700 337.379600 18.367900 0.663453 0.650830 0.967968 
SI45 127.194400 338.730700 18.404640 0.728435 0.691084 0.967555 
SI56 126.833300 339.805500 18.433820 0.679712 0.721073 0.967817 
S157 127.361100 339.971400 18.438310 0.686798 0.729769 0.967778 
S163 128.268500 339.140800 18.415780 0.631245 0.733918 0.968137 
SI64 127.092600 339.028500 18.412730 0.766810 0.755604 0.967384 
SI65 127.175900 336.145000 18.334260 0.741565 0.721418 0.967472 
SI67 127.240700 341.775400 18.487170 0.653974 0.707286 0.967951 
SI69 127.185200 338.225000 18.390890 0.679999 0.710906 0.967832 
S170 127.213000 338.056500 18.386310 0.674878 0.730908 0.967869 
SI71 127.444400 334.839500 18.298620 0.717762 0.751069 0.967649 
5I73 127.601900 341.387800 18.4766 80 0.646110 0.688495 0.967993 
SI74 126.963000 339.165300 18.416440 0.673541 0.713180 0.967858 
SI77 127.388900 342.015500 18.493660 0.649729 0.623631 0.967972 
SI78 127.509300 341.972100 18.492490 0.651469 0.693269 0.967964 
S179 127.601900 345.295200 18.582120 0.615226 0.659880 0.968156 
SI85 127.916700 339.557800 18.427100 0.663395 0.795942 0.967914 
SI92 127.444400 343.895000 18.544410 0.649857 0.647786 0.967991 
SI 93 127.250000 335.835600 18.325820 0.750447 0.776690 0.967420 
S196 
_ 
128.074100 343.068600 18.522110 0.693606 0.731912 0.967800 
Item Pool after repetitive Reliability-analysis (used Alpha if deleted & Item-to- 
total corr >0.6 & Multiple R-sqr >0.6 
Summary for scale: Mean=131.102 Std. Dv. =19.0837 Valid N: 108 
Cronbach's alpha: . 968735 Standardised alpha: . 
969093 
Average inter-item corr.:. 485270 
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ELIMINATED SCALE ITEMS - FACTOR ANALYSIS 
Item 56 0.395 0.310 0.549 
Item 36 0.526 0.298 0.530 
Item 93 0.456 0.410 0.491 
Item 13 0.542 0.315 0.444 
Item 77 0.240 0.536 0.424 
Item 92 0.502 0.277 0.387 
Item 1 0.418 0.460 0.326 
Item 65 0.591 0.428 0.264 
Item 44 0.502 0.442 0.218 
Item 22 0.501 0.561 0.200 
Item 7 0.477 0.463 0.124 
Item 45 0.563 0.576 0.087 
Factor Loadings: Varimax normalized 
Reduced-data set 33 scale items 
Extraction: Principal components 
Marked Loadings are > .7 
The three factor solution reduced the 33 scale items to 21 as all scale 
items with a factor loading of 0.600 or higher were retained 
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Notes 
Output Created 11 Jun 99 11: 35: 13 
Comments 
Data C: \MyFiles\Stats\marketdata. sav 
Filter <none> 
t I Weight <none> npu Split File <none> 
N of Rows in Working 108 Data File 
GRAPH 
Syntax /SCATTERPLOT(BIVAR)=avgscore WITH trade 
/MISSING=LISTWISE 
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Notes 
Output Created 11 Jun 99 11: 36: 06 
Comments 
Data C: \M Files\Stats\marketdata. sav 
Filter <none> 
Weight <none> Input Split File <none> 
N of Rows in Working 108 Data File 
GRAPH 
Syntax /SCATTERPLOT(BIVAR)=avgscore WITH avgperfm 
/MISSING=LISTWISE 
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Output Created 11 Jun 99 12: 02: 09 
Co mments 
Data C: \MyFiles\Stats\marketdata. sav 
Filter <none> 
Weight <none> 
Input Split File <none> 
N of Rows in 
Working Data 108 
File 
Definition of User-defined missing values are treated as Missing Missing missing. Value 
Handling Cases Used Statistics for each pair of variables are based on 
all the cases with valid data for that pair. 
CORRELATIONS 
NARIABLES=avgperfm avgscore factorl factor2 
Syntax factor3 trade q97 q98 
/PRINT=TWOTAIL NOSIG 
/MISSING=PAIRWISE. 
Resources 0: 00: 00 16 Elapsed Time . 













TRADE Q97 Q98 
AVGPERFM 1.000 . 681 . 524 . 794 . 
421 . 747 . 
889 . 915 
AVGSCORE . 681 1.000 . 905 . 880 . 
844 . 563 . 631 . 600 
FACTOR1 . 524 . 905 
1.000 . 643 . 689 . 
368 . 495 . 454 
FACTOR2 . 794 . 880 . 
643 1.000 . 648 . 673 . 
697 . 734 
FACTO R3 . 421 . 





TRADE . 747 . 563 . 368 . 673 . 
438 1.000 . 660 . 686 
Q97 . 889 . 631 . 
495 . 697 . 438 . 660 1.000 . 
628 
Q98 . 915 . 600 . 454 . 734 . 329 . 
686 . 628 1.000 
Notes 
AVGPERFM . . 000 . 000 . 000 . 000 . 000 . 000 . 000 
AVGSCORE . 000 . 000 . 000 . 000 . 000 . 000 . 000 
FACTORI . 000 . 000 . 000 . 000 . 000 . 000 . 
000 
Sig. FACTOR2 . 000 . 000 . 000 . 000 . 000 . 000 . 000 (2-tailed) FACTOR3 . 000 . 000 . 000 . 000 . 000 . 000 . 001 
TRADE . 000 . 000 . 000 . 000 . 000 . 000 . 000 
Q97 . 000 . 000 . 000 . 000 . 000 . 000 . . 000 
Q98 . 000 . 000 . 000 . 000 . 001 . 000 . 000 
AVGPERFM 108 108 108 108 108 , 108 108 108 
AVGSCORE 108 108 108,108 108 108 108 108 
FACTORI 108 108 108 108 108 108 108 108 
FACTO R2 108 108 108 108 108 108 108 108 N FACTOR3 108 108 108 108 108 108 108 108 
TRADE 108 108, 108 108 108 108 108 108, 
Q97 108 108 108 108 108 108 108 108 
Q98 108 108 108 108 108 108 108 108 
** Correla tion is sianifican t at the 0.01 level (2-tailed). 




Output Created 11 Jun 99 12: 06: 13 
Comments 
Data Compan : \MyFiles\Stats\marketdata. sav 
Filter <none> 
t I Weight <none> npu Split File <none> 
N of Rows in 108 Working Data File 
Missing Definition of Missing 
User-defined missing values are treated 
V l as missing. ue a 
Handling Cases Used Statistics are based on cases with no 
missing values for any variable used. 
REGRESSION 
/MISSING LISTWISE 
/STATISTICS COEFF OUTS R ANOVA 




, *ZRESID Memory Required 1748 bytes 
Re- Additional Memory Required for 240 bytes 
sources Residual Plots 
Elapsed Time 0: 00: 00.39 
Variables EnteredlRemoved(b) 
Model Variables Entered Variables Removed Method 
1 AVGSCORE a Enter 
a All requested variables entered. 
b Dependent Variable: TRADE 
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APPENDIX 
Model Summarv(b) 
Model R R Square Adjusted R Square Std. Error of the Estimate 
1 . 
563(a) . 317 11 . 310 
9.67 
a Predictors: (Constant), AVGSCORE 
b Dependent Variable: TRADE 
ANOVA(b) 
Model Sum of Squares df Mean Square F Sig. 
Regression 4594.979 1 4594.979 49.118 . 000(a) 
I Residual 9916.318 106 93.550 
Total 14511.296 107 
a Predictors: Constant , AVGSCORE 





Coefficients t Sig. 
Model B Std. Error Beta 
I 




. 563 7.008 . 000 
a Dependent Variable: TRADE 
Casewise Diaanostics(a) 
Case Number Std. Residual TRADE 
13 3.882 50 
a Dependent Variable: TRADE 
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APPENDIX 
Residuals Statistics(a) 
Minimum Maximum Mean Std. Deviation N 
Predicted Value 1.76 36.65 23.69 6.55 108 
Residual -20.27 37.55 -1.31E-14 9.63 108 
Std. Predicted 
Value -3.345 1.978 . 000 1.000 108 
Std. Residual -2.096 3.882 . 000 . 995 108 
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Output Created 11 Jun 99 12: 07: 12 
Comments 
Data C: \MyFiles\Stats\marketdata. sav 
Filter <none> 
Weight <none> 
Input Split File <none> 
N of Rows in 
Working Data 108 
File 
Definition of User-defined missing values are treated as Missing Missing missing. Value 
Handling Cases Used Statistics are based on cases with no 
missing values for any variable used. 
REGRESSION 
/MISSING LISTWISE 
/STATISTICS COEFF OUTS R ANOVA 
Syntax /CRITERIA=PIN(. 05) POUT(. 10) /NOORIGIN 
/DEPENDENT trade 
/METHOD=ENTER factorl factor2 factor3 
/SCATTERPLOT= *ZPRED 
, *ZRESID 
Memory 2196 bytes Required 
Additional 
Resources Memory 224 bytes Required for 
Residual Plots 
Elapsed Time 0: 00: 00.27 
Variables Entered/Removed(b) 
Model Variables Entered Variables Method Removed 
1 FACTOR3, FACTOR2, FACTOR1(a Enter 
a All requested variables entered. 
b Dependent Variable: TRADE 
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APPENDIX 
Model Summarv(b) 
Model R R Square Adjusted R 
Std. Error of the 
Square Estimate 
1 . 680(a) . 462 . 446 
8.67 
a Predictors: (Constant) , FACTOR3, FACTOR2, FACTORI 
b Dependent Variable: TRADE 
ANOVA(b) 
Model Sum of Squares df 
Mean F Sig. Square 
F 
Regression 6700.450 3 2233.483 29.738 000( 
a 
Residual 7810.847 104 75.104 
Total 14511.296 107 
a Predict ors: (Constan t), FACTOR3, FAC TOR2, FACTORI 





Coefficients t Sig. 
Model B Std. Error Beta 
Constant -16.653 6.131 -2.716 . 008 
FACTORI -2.795 2.080 -. 143 -1.344 . 182 
FACTOR2 13.744 1.934 . 718 7.107 . 000 
FACTOR3 1.114 1.666 . 071 . 669 . 505 Ia.. Dependent Variable: TRADE 
Casewise Diagnostics(a) 
Case Number Std. Residual TRADE 
13 3.776 50 
58 -3.181 4 
a Dependent Variable: TRADE 
Resid uals Stati stics(a) 
Minimum Maximu 
m 
Mean Std. Deviation N 
Predicted Value -1.82 43.97 23.69 7.91 108 
Residual -27.57 32.72 -6.09E-15 8.54 108 
Std. Predicted 
Value -3.223 2.564 . 000 1.000 108 
Std. Residual -3.181 3.776 . 000 . 986 108 
a Dependent Variable: TRADE 
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Out put Created 11 Jun 99 12: 07: 47 
C omments 
Data Company: \MyFiles\Stats\marketdata. sav 
Filter <none> 
I t Weight <none> npu Split File <none> 
N of Rows in 108 Working Data File 
Definition of User-defined missing values are treated as Missing Missing missing. Value 
Handling Cases Used Statistics are based on cases with no 
missing values for any variable used. 
REGRESSION 
/MISSING LISTWISE 
/STATISTICS COEFF OUTS R ANOVA 
/CRITERIA=PIN(. 05) POUT(. 10) 
Syntax /NOORIGIN 
/DEPENDENT trade 
/METHOD=STEPWISE factorl factor2 
factor3 
/SCATTERPLOT= *ZPRED , *ZRESID Memory Required 2372 bytes 
Re- Additional 
Memory Required 224 bytes 
sources for Residual Plots 
Elapsed Time 0: 00: 00.27 
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APPENDIX 
Variables Entered/Removed(a) 
Model Variables Variables Method Entered Removed 
Stepwise (Criteria: Probability-of-F-to- 
1 FACTOR2 . enter <= . 050, Probability-of-F-to- 
remove >= . 100 . 
a Dependent Variable: TRADE 
Model Summary(b) 
Model R R Square Adjusted R Square Std. Error of the Estimate 
1 . 673 a . 452 . 447 8.66 
a Predictors: (Constant), FAC TOR2 
b Dependent Variable: TRADE 
ANOVA(b) 
Model Sum of df Mean Mean  F Sig. S quares ua 
Regression 6564.706 1 6564 6 87.567 . 000(a) 1 Residual 7946.590 106 74.968 
Total 14511.296 107 
a Predictors: (Constant), FACTOR2 
b Dependent Variable: TRADE 






Coefficients t Sig. 
Model B Std. Error Beta 
(Constant) -21.158 4.864 -4.350 . 000 
FACTOR2 12.872 1.376 . 673 9.358 . 000 
a Dependent Variable: TRADE 
Excluded Variables(b) 
Collinearity 
Beta In t Sig Partial Statistics . r elati n C Model o r o Tolerance 
FACTORI -. 11O(a) -1.169 . 245 -. 113 . 586 1 FACTORS . 004(a) . 046 . 963 . 005 . 581 
a Predictors in the Model: Constant), FACTOR2 
b Dependent Variable: TRADE 
Casewise Diagnostics(a) 
Case Number Std. Residual TRADE 
13 4.130 50 
58 -3.413 4 
a Dependent Variable: TRADE 
Residuals Statistics(a) 
Minimum Maximum Mean Std. Deviation N 
Predicted Value -1.85 43.20 23.69 7.83 108 
Residual -29.55 35.76 -4.21 E-15 8.62 108 
Std. Predicted 
Value -3.260 2.492 . 000 1.000 
108 
Std. Residual -3.413 4.130 . 000 . 995 
108 
A De endent Variable: TRADE 
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Out put Created 11 Jun 99 12: 08: 32 
C omments 
Data C: \MyFiles\Stats\marketdata. sav 
Filter <none> 
t I Weight <none> npu Split File <none> 
N of Rows in 108 Working Data File 
Definition of User-defined missing values are treated Missing Missing as missing. Value 
Handling Cases Used Statistics are based on cases with no 
missing values for any variable used. 
REGRESSION 
/MISSING LISTWISE 
/STATISTICS COEFF OUTS R ANOVA 




Memory Required 1748 bytes 
Additional Memory 




Elapsed Time 0: 00: 00.11 
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APPENDIX 
Variables EnteredlRemoved(b) 
Model J Variables Entered Variables Removed Method 
1 AVGSCORE(a) . Enter 
a All requested variables entered. 




R Square Adjusted R Square 
Std. Error of the 
Estimate 
1 . 681 a . 
463 . 458 . 
55375173 
a Predictors: (Constant), AVGSCORE 
b Dependent Variable: AVGPERFM 
AN O VA(b I 
Model Sum of Squares df Mean Square F Sig. 
Regression 28.059 1 28.059 91.503 . 000(a) 
I Residual 32.504 106 . 307 
Total 60.563 107 
a Predictors: (Constant), AVGSCORE 








B Std. Error 
-. 268 . 376 
. 9231 . 097 
Standardized 
Coefficients t Sig. 
Beta 
-. 713 . 478 
. 681 1 9.5661 . 000 
Ia Dependent Variable: AVGPERFM i 
R esiduals Statistics(a) 
Minimum Maximum Mean Std. Deviation N 
Predicted 
Value 1.57868385 4.30454063 3.29166667 . 51208349 108 
Residual -1.46919751 1.24545443 -6.49686066E-16 . 55115803 108 Std. 
Predicted -3.345 1.978 . 000 1.000 108 Value 
Std. 
Residual -2.653 2.249 . 000 . 
995 108 
a Dependent Variable: AVGPERFM 
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Output Created 11 Jun 99 12: 09: 13 
C omments 
Data C: \MyFiles\Stats\marketdata. sav 
Filter <none> 
t I Weight <none> npu Split File <none> 
N of Rows in 108 Working Data File 
Definition of User-defined missing values are treated as Missing Missing missing. Value 
Handling Cases Used 
Statistics are based on cases with no 
missing values for any variable used. 
REGRESSION 
/MISSING LISTWISE 
/STATISTICS COEFF OUTS R ANOVA 
Syntax /CRITERIA=PIN(. 05) POUT(. 10) /NOORIGIN 
/DEPENDENT avgperfm 
/METHOD=ENTER factorl factor2 factor3 
/SCATTERPLOT=(*ZPRED *ZRESID 
. Memory Required 2196 bytes 
Additional Memory 
Resources Required for 224 bytes 
Residual Plots 
Elapsed Time 0: 00: 00.28 
Variables Entered/Removed(b) 
Model Variables Entered Variables Removed Method 
I FACTOR3, FACTOR2, FACTOR1 a. Enter 
a All requested variables entered. 
b De endent Variable: AVGPERFM 
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APPENDIX 
Model Summarv(b) 
Adjusted R Std. Error of the Model RR Square Square Estimate 
1 . 808( . 653 
J 
I 
. 642 . 
44984294 
a) 
a Predictors: (Constant), FACTOR3, FACTOR2, FACTOR1 
b Dependent Variable: AVGPERFM 
ANOVA(b) 
Model Sum of Squares df Mean Square F Sig. 
Regression 39.517 3 13.172 65.094 . 000 a 
Residual 21.045 104 . 202 
Total 60.563 107 , 
a Predictors: (Constant), FAG I UK3, FAG I UKZ, FAU' I UK1 





Coefficients t Sig. 
Model B Std. Error Beta 
(Constant) -. 221 . 318 -. 694 . 489 
FACTORI . 158 . 
108 . 125 1.468 . 145 
FACTOR2 1.058 . 100 . 855 10.537 . 000 
FACTOR3 -. 221 . 086 -. 220 -2.559 . 012 
a Dependent Variable: AVGPERFM 
Residuals Statistics(a) 
Minimum Maximum Mean Std. Deviation N 
Predicted Value 1.45654404 4.74859810 
3.2916 
6667 , 60771672 108 
Residual -1.31832576 . 97978938 
8.6350 
6797E- , 44349190 108 
17 
Std. Predicted 
-3 020 2 397 000 1 000 108 Value . . . . 
Std. Residual -2.931 2.178 . 000 . 986 108 
a Dependent Variab le: AVGPERFM 
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Out ut Created 11 Jun 99 12: 09: 34 
C omments 
Data Company: \MyFiles\Stats\marketdata. sav 
Filter <none> 
Weight <none> Input 
Split File <none> 
N of Rows in 108 
Working Data File 
Definition of User-defined missing values are treated as Missing Missing missing. Value 
Handling Cases Used Statistics are based on cases with no 
missing values for any variable used. 
REGRESSION 
/MISSING LISTWISE 
/STATISTICS COEFF OUTS R ANOVA 
/CRITERIA=PIN(. 05) POUT(. 10) 
Syntax /NOORIGIN 
/DEPENDENT avgperfm 
/METHOD=STEPWISE factorl factor2 
factor3 
/SCATTERPLOT= *ZPRED , *ZRESID . Memory Required 2372 bytes 
Additional 
Resources Memory Required 224 bytes 
for Residual Plots 
Elapsed Time 0: 00: 00.33 
A MEASURE OF INTERNATIONAL MARKET ORIENTATION page 290 
APPENDIX 
Variables Entered/Removed(a) 
Model Variables Variables Method Entered Removed 
Stepwise (Criteria: Probability-of-F-to-enter <= 1 FACTOR2 
. 050, Probability-of-F-to-remove >=. 
100). 
Stepwise (Criteria: Probability-of-F-to-enter <_ 
2 FACTORS 
. 050, Probability-of-F-to-remove >= . 
100). 
a Dependent Variable: AVGPERF M 
Model Summary(c) 
R Adjusted R Std. Error of the Model R Square Square Estimate 
1 . 794(a) . 630 . 627 . 
45958576 
2 . 803(b) . 645 . 639 . 45230955 
a Predictors: (Constant), FACTOR2 
b Predictors: (Constant), FACTOR2, FACTOR3 




Squares df Mean Square F Sig. 
Regression 38.173 1 38.173 180.728 . 000(a) 
I Residual 22.389 106 . 211 
Total 60.563 107 
Regression 39.081 2 19.541 95.514 . 000(b) 
2 Residual 21.481 105 . 205 
Total 60.563 107 
a Pred ictors: (Constan t). FACTOR2 
b Predictors: (Constant), FACTOR2, FACTOR3 
c Dependent Variable: AVGPERFM 






Coefficients T Sig. 
Model B Std. Error Beta 
(Constant) -. 128 . 258 -. 495 . 621 
FACTOR2 . 982 . 073 . 794 13.444 . 000 
(Constant) 3.861 E-02 . 266 . 145 . 885 
2 FACTOR2 1.110 . 094 . 898 11.773 . 000 
FACTORS -. 162 . 077 -. 161 -2.107 . 
038 
a Dependent Variable: AVGPERFM 
Excluded Variables(c) 
Beta In T Sig. Partial 
Collinearity 
Statistics 
Model Correlation Tolerance 
FACTORI . 023(a) . 300 . 764 . 029 . 586 FACTOR3 -. 161 a -2.107 . 038 -. 201 . 581 2 FACTORI 
. 125(b) 1.468 . 145 . 142 . 458 a Predictors in the Model; (Constant), FACTOR2 
b Predictors in the Model: (Constant), FACTOR2, FACTOR3 
c Dependent Variable: AVGPERFM 
Residuals Statictir_cfal 
Minimum Maximum Mean Std. N Deviation 
Predicted 
Value 1.46110225 4.78025198 3.29166667 . 60435482 108 
Residual -1.27680302 . 98341113 9.4574554E-17 . 44806241 108 Std. Predicted 
Value -3.029 2.463 . 000 1.000 108 
Std. Residual -2.823 2.174 . 000 . 991 108 a Dependent Variable: AVGPERFM 
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